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CRAFTINT “CRAFT-GLO” 


Daylight Fluorescent 


WATER COLORS 


Eight Brand New Extra-Brilliant Tempera Colors Glow 
Like Neon Ready-To-Use Opaque, Creamy, Smooth- 
Flowing.....Fluoresce Vividly Under Black Light..... NEED 
NO UNDERCOATER with Light or Dark Surface 

zling Glo-Burst of Color with Scores of Uses in Commercial, 
Graphic and Fine Art. Especially formulated for — Display 
and Signmen, Advertising Artists, Designers, Silk Screen 
Processors, Printers, Hobbycrafters, Educators, Students 


“Craft-Glo” colors are up to FOUR TIMES BRIGHTER 
than the brightest of ordinary colors. Can be brushed DI- 
RECTLY onto almost any surface.....paper cardboard 

..cloth.....glass.....wood.....acetate.....metal! “Craft- 
Glo” makes dynamic, attention-getting, neon-like displays 
on store windows.....ideal for ALL merchants 
economical! Wonderful for school, hobby, novelty, indus- 
trial also safety use. 

CRAFTINT “CRAFT-GLO” DAYLIGHT FLUORESCENT KIT 

NO. 19 contains eight 42-ounce jars of “Craft-Glo” plus 

$1.95 per kit 

CRAFTINT “CRAFT-GLO” DAYLIGHT FLUORESCENT KIT 

No. 29 contains eight 2-ounce jars of “Craft-Glo” plus 

$5.95 per kit 


CRAFTINT “CRAFT-GLO” SCHOOL WATER COLOR KIT 
NO. 8. Another Craftint “first”. Contains eight semi- 
moist half-pans of super-brilliant “Craft-Glo” colors spe- 
cially designed for school and hobbycraft use. Completely 
safe, NON-TOXIC formulation. Packaged in a metal 
water color box with mixing palette lid and brush. Ex- 
cellent for banners, posters all gala decorations. 


$.98 per kit 


CRAFTINT “R.I.C.” 


(Revolution In Color) 


ARTISTS’ PAPERS 


(Velva-Glo fluorescent) 


Give brilliant COLOR IMPACT to dummy art, packaging 

and mock-ups, 24-sheet posters with color-coordinated 

CRAFTINT “R.1.C.” ARTISTS’ PAPERS. Save time and money 
eliminate guesswork. 


“R.1.C.” Papers are the choice of Advertising Agencies, 
Commercial Artists, Art and Design Studios, Display Houses, 
Silk Screen Processors, Lithographers wherever fluores- 
cent color coordination and accuracy are essential. 


Eight Extra-Bright Colors: Blue * Cerise * Chartreuse * Red 
¢ Orange-Yellow * Orange-Red * Green * Orange. Use them 
with Craftint Color-Vu Sheets — 217 colors for all art needs. 
“R.1.C.” Papers are color-coordinated with Craftint “Craft- 
Glo” Daylight Fluorescent Water Colors — assortments No. 
19 and 20 and half-pan Set No. 8. 

Craftint “R.1.C.” Velva-Glo Papers also are excellent for: 
“do-it-yourself” greeting cards, school cut-outs, posters, 
shelf strips, streamers, gift wraps, safety bulletins. 
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CRAFTINT 
COLOR-VU PAPERS 


A complete color selector system! The quick 


economical way to prepare comprehensives, backgrounds 
and finished art. 


Craftint Color-Vu Papers are preferred wherever color 
accuracy is a “must”. They eliminate costly, time-wasting 
color guesswork and mixing. Used extensively by ad agen- 
cies, art and design studios, display houses, printers, ink 


houses, lithographers, photographers, department stores 
and schools. 


Use these color selector sheets, with scissors or blade, for 
just the right shade. Washable surface. Matte finish takes 


any medium. Serviceable weight makes erasing easy. 


Craftint Color-Vu Papers come in a full 192-color range 
of 24 basic hues: four tints and three shades of each hue, 
eight shades of warm greys, plus black.....also 16 new, 
color controlled “Living” Greys (cool). COLOR-VU TITLE 
BOARDS also available in the 16 Greys and Black —14-ply. 


COLOR-VU CUT SHEETS, 18” x 24” $.30 each 
COLOR-VU TITLE BOARDS, 20”x 30” .... .95 each 


CRAFTINT 
COLOR-VU-PAK 
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Boxed assortment of 209 different 6”x9” sheets of the 
above Craftint Color-Vu Paper. Wonderful for interior 
decorators, wallpaper and paint stores, industrial designers 


a “must” for anyone using color when color-matching 


and specification are important. 


$9.00 per box 


Write for 

FREE 160-Page, Full- 
Color CRAFTINT 
CATALOGUE No. 46. Use 


your business letterhead! 


@ 
tint MANUFACTURING CO. 





SEE HOW 
THEY RUN...OFFSET! 


Discover the swift magic of PLASTIPLATE®, the plastic 
offset plate. Two types available. See how they run — right 
on your own press! No cost to you. 


Remington Rand, Room 1819, 
315 Fourth Avenue, New York 10 


Please send me free samples of — 
Pre-sensitized Photospeed PLASTIPLATE for sparkling 


Pre-sensitized Plastiplate 
halftones and crisp linework. All processing steps 


(] Direct Image Plastiplate 
built right in — just expose, de-sensitize and print. 

Direct Image PLASTIPLATE that takes typing so 

beautifully and permits fast, nondetectable corrections. 

And you can write or draw directly on its patented 

plastic surface. 


See how they run! Free samples are yours for the asking. 


DIVISION OF SPERRY RAND CORPORATION 
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OESIGNED BY WILL BURTIN 


oa 
Tailored for hand composition...the outstanding characteristic of ATF romans 
and italics. Letters are fitted individually for utmost beauty and clarity of all character 
combinations. Proper kerning of overhanging letters perfects fitting and makes practical 
a consistent angle in the italic. These distinctive features of hand-set ATF type greatly 
enhance ease and speed of reading. This paragraph is set by hand in Century Expanded. 
Your ATF type dealer delivers promptly from stock. Ask him for speci- 
men brochures of ATF romans and italics or write to the Type Division, 
American Type Founders, 200 Elmora Avenue, Elizabeth, New Jersey. eyylp 


ATF TYPE NEWS IS GOOD NEWS FOR EVERYBODY 
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Just Cele Us 


Action at the Industrial Show! 











Since trade shows and exhibits have become one of the most important vehi- 
cles for sales promotion, a great deal of attention is being given to the sub- 
ject of how to make the substantial investments of advertisers in space, ex- 

hibits and manpower pay off ina big way. 














Certainly one of the most obvious methods is to introduce the element of 
action=--through the use of motion pictures and other audio and visual aids; by 
product demonstration, through actual operation of equipment or models; by 
audience participation, in the form of contests, offers of information, etc., 
and by better methods of registering visitors who desire to receive sales 
literature. 





The work of the exhibit builders is getting more important in these areas, 
also. They know that a passive, inert exhibit will not attract visitors, and 
that some sort of dynamic method of introducing action is needed to get the 
crowds coming. It is remarkable how much difference in the volume of attend- 
ance and in the excitement generated by the show will depend upon this 
feature. 















Giving the show visitor something to do is highly important. One of the 
most successful devices used at Chicago's famous Museum of Science and In- 
dustry is to provide demonstration devices which can be operated by the visi- 
tor, who sees the proof of product Superiority that the manufacturer is 
featuring. In effect, he sells himself. Getting the audience into the act 

is therefore one of the most effective methods of putting across the sales fea- 
tures which the exhibit was intended to dramatize. 





Look for shows and exhibits to play an even more important role in the 
future than in the past. 





eee 


G. D. Crain Jr. 
Publisher 
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Dont let a few cents 

stand between sand 

and product «< 
identity ! 


CO a avertising 


TABLE OF 
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Give your products the merchandise and 
sales lift they deserve by packing them 
in “personalized” decorative papers by 
Thilco. They cost but a few cents more 
than plain, uninteresting papers and 
provide the lowest cost advertising you 
can buy — the space is free! Whatever 
protective function you seek in paper, 
chances are Thilco has it and practical- 
ly all our papers can be PRINT-DEC- 
ORATED as you'd like them. 


LOOK WHAT 
PENNIES BOUGHT 
HERE 


i ae eS 
Py ie el) 
combines identity 
with functional 
protecticn—a 
traveling 
advertisement 
from factory to 
a ae 


Thilco FUNCTIONAL papers 
Asphalted Waterproof Barriers, 
Waxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Bags. 


Write for free Sample kit. 
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} THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 


NEW YORK @ CHICAGO © DETROIT © CINCINNATI 
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Who's On the Team? 


Production is everybody’s business, say the executives of 
leading ad agencies, and everybody is on the team. 


Look Who’s Selling Spinach . . 
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The background of a program which is bringing new life 
to the produce field, long one of our most backward when 
it comes to promotional activities. 


Printing on Foil 


To add brilliance and sparkle to your printing, there’s 
nothing like foil, but you’ve got to use it correctly to get 
the most for your money. Rosert B. Konrkow 


Designing for Foil 


An experienced designer gives practical suggestions for 
designing to take full advantage of the special qualities of 
foil. MILT PIERSON 


Seven Steps to Better Printing . . 
There’s many a slip between the layout and the newspaper 


ad, and this article tells you how to maintain quality all 
the way. 


Should Agencies Buy Exhibits? 


Leading agency men, exhibit builders and exhibit buyers 
contribute to this symposium-in-print on a puzzling topic. 


An Album of Exhibit Ideas 


Some thought-starting pictures of notable exhibits, se- 
lected for AR by America’s leading exhibit builders. 


Selling Mowers from a Hammock .. 


How a campaign, built around a point-of-purchase piece, 
has built sales in a competitive field. RicHarp L. CLARK 


A New Technique in Poster Design . 


France offers a brilliant solution to the problem of getting 
variety without boosting the budget. 


Producing Direct Mail Dealers Will Use 


Richfield Oil adopted a whole new approach to break 
through dealer lethargy towards direct mail. Pum Serrz 





Requirements 


CONTENTS 


Volume 5 ® Number 8 


The Little Ambassadors 
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The highly original gimmick mailing campaign of Calcium 
Carbonate Co. opens new doors for salesmen. Dick HopGson 


How to Get Better Pictures Through Flexichrome ........ 


Case histories of the ways in which national and local ad- 
vertisers are using this money-saving process. 


New York Art Awards 


MILpRED WEILER 


“ee ee @ @ 


A selection of some winners from the 36th Exhibit of the 
Art Directors Club of New York. 


Designing a New Trademark ... 


How Diamond Alkali 


How to Give Your Commercials the Hollywood Touch . . 


selected first, a design con- 
sultant, and then a new design, for its logotype. 


JAMES O. KING 


Local tv commercials don’t have to be amateur, if you fol- 
low these suggestions drawn up by Republic Steel Kitch- 
ens for its local dealers’ guidance. 


How to Make Your Films Last Longer 


eoeev CO OC BHR OC 


Some practical advice on the care and maintenance of your 


motion picture film. 


Seven Principles of Slide Techniques . 


DoLpeH FRANKLIN 


Here is some clear thinking on planning and producing a 


slide presentation. 


Departments 


Art & Photography... 

Audio & Visual Aids... 

Direct Advertising... 

Layout & Typography... 
Packaging & Labeling... 

Paper... 

Photoengraving & Platemaking... 
Premiums, Prizes & Specialties. . . 
Printing & Binding... 

Radio & TV Production... 

Shows & Exhibits... 

Signs & Identification Materials... 
& Store Displays... 


Window 


69 
87 
61 


‘id 
23 
29 


Sytvia H. SIMMONS 


Regular Features 


Buyers’ Guide & 
Advertisers’ Index... 94 
Books for Admen... 16 
Coming Conventions. ..16B 
Competitions You Can Enter... 17 
The Editor’s Notebook... 6 
How I Solved It... 13 
Idea Album... 21 
Information Wanted... 12 
Just Between Us... 3 
Promotion Almanac... 15 
Readers Write... 10 
AR Reprints...16B 
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~ IDEA NO. 108 
A “Natural” for 7-UP 


Chicago’s 7-UP BOTTLING CO. 
found that for holding displays of 
vacuum-formed plastic and other 
heavy materials, ‘‘nothing does it’’ 
like KLEEN-STIK’s newest crea- 
tion— DUBL-STIK! With counter 
space in soft drink outlets at a pre- 
mium,Ad Mgr. PHIL SCHAACK 
created the unique 3-D acetate dis- 
lay for use on walls and backbars. 
Fruddling with BILL HUTCHE- 
SON of HUTCHESON STUDIOS, 
Omaha, on the classy art and pro- 
duction, they picked Kleen-Stik’s 
new two-sided self-sticking tape for 
its easy application and extra hold- 
ing power. A clear case of “two 
Kleen-Stik surfaces are better than 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Sur | 


P.O.P. ideas 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 


IDEA NO. 109 ts 


“‘Fat’’ Sales for SLENDER 


For calory counters everywhere, the 
CARNATION CO. of L.A. puts out 
a line of non-fattening dairy prod- 
ucts named “SLENDER” —attrac- 
tively packaged in slim-lined red- 
and-blue cartons. To help put across 
their slender-izin’ message, they 
had SCHMIDT LITHOGRAPH 
CO. of San Francisco produce this 
attractive 3-D piece. Special die- 
cut slots i in the me easuring-tape cir- 
cle hold “‘pop-out”’ package replicas 
of either "em Fat Milk, Cottage 
Cheese, or Dairy Dessert . . . and 
the entire sign is backed with strips 
of KLEEN-STIK “D” Transfer 
Tape for quick, easy, peel-an’-press 
application on supermarket walls, 
windows, etc. 
See your regular printer, lith- 
ographer, or silk screen 
printer for more _ business- 
building KLEEN-STIK ideas 
.-.or write on your letterhead 
for our free ‘*Idea-of-the- 
Month’’. 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 
for Advertising and Labeling 


7300 W. Wilson Ave. ® Chicago 31, Ill 
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We've never had so 
many dealer compliments 
as On our new 
over-wire banners printed 
with 


NAZ-DAR 


7500 Screen Process 
Ink! 


Eye-catching point-of-purchase material 
stimulates dealer tie-ins and adds 
considerable effectiveness to any 
campaign! Specify NAZ-DAR 7500 
Series Fast-Dry Gloss Inks or J-D Series 
Ultra Fast-Dry Flat Finish Poster 
Colors to achieve the kind of P-O-P 
material that really sells on sight. 


These quality screen process inks are 
specially formulated to print rich, 
brilliant colors which attract your 
customer's eye, and their speedy drying 
time enables your screen processor to 
deliver “rush-rush” jobs on time! 


Outstanding pigment stability assures 
you of perfect color matching on 
reruns scheduled months apart. 
It pays to mention NAZ-DAR Screen 
Process Inks by name on your purchase 
orders ... for the finest quality 
P-O-P jobs you've ever seen! 


Write for two 7500 and 5500 
Series color cards. Keep one of 
each at your desk and give the 
others to your silk screen printer. 
You'll have a perfect color 
reference for all your silk 

screen display jobs. 


Consult your 
silk screen printer 


for helpful suggestions 


‘The NAZ-DAR Company 
461 Milwaukee Avenue 
Chicago 10, illinois 
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The Editors VGithook 


Camels & Snowballs .. . 


information Wanted 
Requests Get Special 
Attention from AR 


There are some files in our AR 
editorial office that are getting quite 
jammed these days. The label on 
them says: “Sources of Supply.” 

Even before the first issue came 
off the presses nearly five years ago, 
we began accumulating names and 
addresses of people and companies 
who can provide various services 
and supplies used by admen. And 
almost immediately, our readers be- 
gan calling upon us for material 
from these files. 

Hardly a day goes by now that 
we don’t receive a request for such 
information. Some of the requests 
are mighty interesting. Here’s a 
typical example. 


>’ On May 31, we received the fol- 
lowing letter from W. F. Randolph 
of Randolph Associates, Wellesley, 
Mass., advertising agency: 


This is an unusual request, but 
perhaps you can help us out. We 
are anxious to rent two camels or 
baby elephants, but preferably 
camels, from July 1 through July 
13, 1957. Can you please tell us who 
has the camels? Naturally, the ani- 
mals would be well fed during this 
period. 

To make plans properly, we 
should have all available information 
within a week. 


On June 3, the next working day, 
our research editor, Maria Grygier 
Heimrich, got busy on Mr. Ran- 
dolph’s problem and rushed off a 
letter that afternoon listing five 
sources for camels and elephants — 


Display typefaces in this issue . . . 


three of them in the New England 
area. She also suggested some other 
methods for obtaining the animals. 

On June 6, we received the fol- 
lowing letter from Mrs. Katherine 
W. Bladworth of Randolph Associ- 


ates: 


We certainly very much appreci- 
ate your quick response to our re- 
quest and are delighted to have so 
many possible farms to contact. Our 
sincere thanks for your splendid 
assist. 


> Then there was the telegram we 
received the afternoon of May 14 
from David J. Clarke of Keelor & 
Stites Co., Cincinnati: 


Do you have data on live base- 
ball-playing chicken used in trade 
shows and displays. Imperative we 
find company specializing in these 
animals. Please wire immediate an- 
swer. 


Thanks to our files, we did have 
a “starting point” and a little check- 
ing enabled managing editor Bob 
Konikow to wire back a source of 
supply the next morning. 


> Probably the most unusual re- 
quest, however, was the one we 
received a couple of years ago from 
a New York advertising agency. 
Where, this reader asked, can I find 
a company which will manufacture 
and pre-package a couple million 
snowballs for premium use in July? 
It took some digging, but within a 
week we were able to come up with 
some possible sources of supply. 
Then there was the reader who 
wanted to know where he could get 
several thousand “Lincoln-style” 
stovepipe hats. Another wanted to 
get a color print of an obscure 
painting of a littke-known Indian 


19—Clipbook #13; 23—Brody & Tempo Heavy 


Condensed; 29 & 34—Studio Bold; 40—Bodoni Campanile; 45—Futura Medium 


Condensed; 50—Handlettering; 55—Holla; 


61—Dom Casual; 64—Tempo Heavy 


Condensed; 65—Bernhard Modern Bold; 69—Karnak Bold; 74—Bodoni Ultra Con- 
densed; 77—-Tempo Black Extended; 81—Craw Clarendon; 87—-Brush & Balzac 


Brush; 90—Handlettering. 





This photograph shows one of the important processes used to make Rising Paper...fine paper at its best! 


Rising Paper 


is part of 
AH tna’s 
weative 


Team 


If ever there was an industry whose THE CREATIVE TEAM 


very existence depended upon paper it’s organization /Etna Life Affiliated Companies 


the insurance industry. Among the planner Advertising and 
, Publicity Department 


leaders, “Etna Life Afhliated Companies recognize the printer Connecticut Printers, Inc. 
. . . : >e 9 NJ 
importance of carefully selecting the appropriate paper paper Rising’s 
W hite 
for specific usage. It is significant that for many years W insted 
Vellum 


fine 


; paper 


numerous Rising Papers have been used repeatedly to 


serve /Etna’s purposes effectively. at 


its 
best 


RISING PAPER COMPANY, HOUSATONIC, MASSACHUSETTS 


MAKERS OF RISING PARCHMENT (100% RAG BOND) @ RISING BOND (25% RAG) @ RISING 

OPAQUE BOND (25% RAG) @ LINE MARQUE WRITING (25% RAG) @ NO. 1 INDEX (100% RAG) 

HILLSDALE WEDDING AND BRISTOL (25% RAG) e WINSTED WEDDING AND BRISTOL 
PLATINUM PLATE AND BRISTOL (25% RAG) 
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Which Binder is 
made of Leather ? 


Wi SI a RITUiTaTtTs a LNE 


Mita a | 


ete PS rte 


Both are 


VINYL 


Loose Leaf 


BINDERS 


by SLOVES 


Looks like Leather 
Feels like Leather 
Wears like Leather 
Flexes like Leather 
Costs much less than 
you expect 
Electronically Fused 
Vinyl Plastic Binders 
Perfect For Catalogs, 
Reports, Presentations 


Sell more clients, prospects, top execu- 
tives with these handsome, leather-like 
Vinyl loose leaf binders. Admired for 


their beauty, durability and economy. 
Write for details. 


SLOVES twine co. 


601 West 26 Street- New York,N.Y. 
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chief. Many requests come in for 
special filing systems, printers who 
can handle unusual jobs, etc. 

On all of these requests, we try to 
apply the old motto: “The difficult 
we do right away; the impossible 
takes a bit longer.” In all cases, we 
try to come up with some kind of an 
answer — just as long as the re- 
quests are in our area of coverage. 


> There are problems involved, 
however, which sometimes force us 
to delay in answering. First of all, 
there seems to be a tendency for 
requests to “bunch up.” We may go 
for a couple of weeks with nothing 
more than routine requests, then, all 
of a sudden, there will be a dozen 
letters requiring extensive research. 
Obviously, we can’t answer every- 
one right away. 

Then, there’s the problem of dead- 
lines. Our first job, of course, is to 
produce a monthly magazine. At 
deadline periods, all editorial staff- 
ers frequently have to pitch in on 
the task of “putting the magazine 
to bed.” During such periods, infor- 
mation requests are forced to take a 
back seat. 

Nevertheless, we are constantly 
improving our services. As our files 
continue to expand, less special re- 
search is required to answer infor- 
mation requests. But we hope you'll 
bear with us if we are forced to de- 
lay a bit in answering your next 
request. 

We feel that our “Information 
Wanted” service is one of the big 
extras we have to offer. If we can 
ever be of special service to you, 
please let us know. 
charge for this service. 


There’s no 


> There are some limitations to what 
you should expect, however. 


© For example, don’t expect us to 
tell you which of a number of 
sources is “best.” For example, one 
reader recently asked us to tell him 
“which printer in the Chicago area 
is the best source for four-color 
printing.” To select one name from 
the hundreds of possible sources 
would do injustice both to the sup- 
pliers involved and the reader re- 
questing the information. 


® Don’t expect us to “write a book 
on the subject.” We've had nu- 
merous requests such as, “Please 
tell me how to set up a direct mail 
business” .. . “We’re planning to set 
up a sales promotion department 
and would like to have you tell us 
which activities should be included, 
what kind of specialists are required, 
how to find them, etc.” . . . “Please 
send a complete description of all of 
the different methods for organizing 
an agency traffic department” .. . 


“Please send all of the names and 
addresses of companies manufactur- 
ing items which are sold by mail 
order.” 


e And, finally, don’t be surprised if 
we answer a request for information 
by supplying a list of sources which 
contain detailed data — particularly 
if these sources are available to you. 


> Another word of explanation is in 
order. Each month, our “Readers 
Write” column contains a number 
of information wanted letters, along 
with a request that readers “assist 
us in providing desired details.” In 
most cases, we've already sent as 
much information as we have avail- 
able to those sending in the re- 
quests. But we’re always interested 
in obtaining additional material for 
our files to help in answering similar 
letters in the future. 

We've found that AR readers can 
be counted on to help their fellow 
admen. To those of you that have 
cooperated in these information 
wanted requests, we’d like to take 
this opportunity to extend our 
thanks. 


> Over the past couple of years, 
we've seen lots of transcripts of 
testimony by direct mail people be- 
fore the Washington committees 
considering postal rate increases. 
But we've never seen the problem 
more clearly and concisely defined 
than in the testimony of DMAA’s 
new president, Arthur E. Burdge, 
before the Senate Post Office and 
Civil Service Committee on May 15. 

Here’s a digest of those remarks: 


“The position of DMAA reflects a 
decision made after careful deliber- 
ation by a Board of Governors. I 
quote now from DMAA’s January 
1957 Newsletter, reflecting the ac- 
tion of DMAA’s Board at a De- 
cember 1956 meeting . . . ‘DMAA’s 
official position on postal legislation 
is a very simple one. It calls for the 
promulgation of a postal policy 
which separates the public welfare 
aspects of postal service from the 
business aspects of the postal serv- 
ice before any consideration of 
changes in rate structure takes 
place. Additionally, it recommends 
a return of rate making powers to 
the Congress of the United States, 
where they properly belong.’ 


“Mr. Chairman, there is in the 





For the finest regfoduction... 


romekote 


BRAN D 
CAST COATED PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY, HAMILTON, OHIO 


Number Thirty-Three in a series of textural studies designed to show 


the quality of reproduction possible with fine materials 





Buy and Specify 


these Papers by Name 


COATED BOOK 


Satin Proof Enamel 

Refold Enamel 

Falcon Enamel 

Wedgwood Coated Offset 
Templar Coated Offset 
Javelin Coated Offset 

All Purpose Litho 


CAST COATED PAPER 


Kromekote Enamel 
Kromekote Label 
Kromekote Litho 
Kromekote Cover 
(Cast Coated 1 Side) 
Kromekote Cover 
(Cast Coated 2 Sides) 
Kromekote Postcard 
(Cast Coated 1 Side) 
Kromekcote Postcard 
(Cast Coated 2 Sides) 


Kromekote Box Wrap 


DRUM FINISHED PAPER 


Colorcast Box Wrap 
Colorcast Gift Wrap 
Colorcast Label 


COATED COVER 
Refold Coated Cover 


DULL COATED BOOK 


Cashmere Dull Enamel 


UNCOATED BOOK 
Garamond Antique 
Garamond English Finish 
Garamond Text (W. M.) 
Wedgwood Offset 
Pasadena Offset 
Chalice Opaque 


UNCOATED COVER 


Ariel Cover 
Cordwain Cover 
Chalice Opaque Cover 


ENVELOPE PAPER 


No. 1 White Envelope 

Chamfico Colored Wove 
Envelope 

White Radiant Envelope 

White Foldur Kraft Envelope 

Gray Kraft Envelope 

Suntan Kraft Envelope 

Golden and Buff Ne’er Tear 


Envelope 
COATED POST CARD 


Campaign Postcard 
Chamois Dullcoat Postcard 


BRISTOLS 


Inventory Index 
Camelot Vellum Bristol 
Sabre Index 

Canton Postcard 


TAG 
Tuf-Tear Tag 


BOND, MIMEOGRAPH 
Ariel Bond 
Scriptic Mimeograph 


PAPETERIE 


Wedgwood Papeterie 
Garamond Papeterie 
(Embossed and Printed) 


PRESSBOARD 


Champion Pressboard 
Imitation Pressboard 


SPECIALS 


Cigarette Cup Stock 
Food Container Stock 
Coffee Bag 

Tablet Papers 
Drawing Papers 

Red Patch Stock 
Stencil Board 

Pattern Board 

End Leaf Paper 


THE CHAMPION PAPER AND FIBRE CO. 


General Office: Hamilton, Ohio 


Mills at HAMILTON, OHIO ... CANTON, N. C.... PASADENA, TEXAS 


For full information on how this advertisement was produced, write our Advertising Department, Hamilton, Ohio 









possession of the committee an ex- 
cellent report, ‘The Post Office as a 
Public Service.’ The report was pre- 
pared by the Citizen’s Advisory 
Council to the Committee on Post 
Office and Civil Service of the 
United States Senate. It is dated 
February 26, 1957. 

“At the risk of repeating detailed 
matter that the committee has al- 
ready given careful consideration, 
may I point out that the Citizens 
Advisory Council found that the 
total cost of providing postal welfare 
items in 1955 was larger than the 
postal deficit for that year? And the 
council’s own summation included 
this paragraph: “The constant criti- 
cism of “postal deficits” would large- 
ly be eliminated should the Con- 
gress finally establish clear-cut 
ground rules for measuring the ex- 
tent of public welfare items in the 
postal budget. In like vein, the 
vigorous opposition to rate read- 
justments would also subside.’ 

“Why continue to hang a sword 
of destruction over the direct ad- 
vertising industry year after year 
after year? That is exactly what 
postal rate bills, calling for in- 
creases without consideration first 
of the public welfare implicit in the 
operation of the Post Office Depart- 
ment, represent. I submit that it is 
the duty of a just Congress to re- 
move this sword to establish pol- 
icy, to properly assess costs, and to 
then fix rates as the situation re- 
quires. 

“T would like to return briefly to 
something I said earlier in this testi- 
mony, that it is an objective of 
DMAA to “. cooperate with the 
United States Post Office Depart- 
ment, other government agencies 
and with other industries and or- 
ganizations for the advancement of 
direct advertising.’ 

“We are particularly concerned 
with the problem of what will hap- 
pen to this industry, should higher 
postal rates be levied. We want 
specifically to know what will hap- 
pen to the smaller businessman who 
may not be able to pass on in- 
creased costs of doing business to 
his customers. We want to know 
what will happen to postal volume, 
to profits, to tax payments to the 
government as a result of perhaps 
lower profits. We feel that all of 
these questions should be explored 
fully, and the facts resulting from 
this exploration be made a part of 
legislative decisions. We offer the 
full resources of our organization to 
any appropriate department of the 
government which would jointly 
seek these facts, and objectively re- 
port them to the legislative body.” 
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OTHER 
SPECIAL 
FEATURES 


The Story Behind ‘The Influential’ 
“Who is The Influential?’’ This was one of the best 


kept advertising secrets of the year until the Satur 


lay Evening Post decided to tell the answer. Now 


AR tells the story behind this unusual campaign 
: : ‘keep the 


including the devious methods designed t 


secret.” 


The Use of Christmas Gifts in Business 
Here’s an up-to-date picture of Christmas 


practices - 


jilt-giving 

an annual AR feature. Included will be 

a checklist of AR favorite 

(and those they liked least). . 
' 


T ] t 
1011 i 


readers’ business gifts 


. plus a special port 
new and 


unusual gifts for businessmen. 


How to Get Effective Color Slides 


Color slides can be troublesome particularly 


when it comes to getting exact duplicates. This basic 
many which will hel; 


you judge the quality of work you get from y« 


juide ffers practical hints 


Progress Report on Magnesium Plates 
While 


some debate still rages on the quality of 
nagnesium plat his ne ngravers’ medium is 
ipidly achieving universal acceptance. In the Se; 
en ssue, AR’'s editors wv resent a progress 
report on the status of magnesium plates today 


Getting the M 


es 


ost Out of Direct Mail 


the average recipient really react to y 


. 
j mail sir N 1t 11 research may 
Iurr r Insw ne presents 1 
Sé f 1g es he y hink throug! 
I ems 
. 
How Otis Got the Photos 
‘tis Elevator won an ABP award for its series of 
1as 1 r Ss I 3€ 
I I jraphs, | € / Isy 
é h y behind the pt which ir 
Y Y I ¥ r 





e Let Human Nature Guide Your Use of Type 


ar ‘ yr? ; 7 4} Y tury 
1 down-to-earth guid. he mplexities of type 


sele 


e How to Promote a TV Show 


hnson & Johnson's Advent 


lres 


e Planning a Decal Valance Program 


hs 
now Wi 


rewinGg ie ve pea In ene 


Nntification nor yram f , ma 
1eN til I jram ! e€ na JU 


ibit 


© Designing a ‘One-Woman’ Exh 


e } exni 
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UTICA GIFT 
TOOL KITS! 
Prize selections of 
deluxe, midget and 
full size hand tools 
in handsome 
carrying cases... 
fine grain leather or 
colorful plastic. 
Guaranteed quality. 
Gifts of lasting 
usefulness for cus- 
tomers, business 
associates or friends. 


eee 


— 


WRITE FOR 


FREE 


COLORFUL 
CATALOG 


Many selections for 
every budget! 


Quantity Discounts! 


UTICA 


GIFT TOOL KITS 


Address inquiries to Business Gift Dept. 


UTICA DROP FORGE & TOOL DIVISION 


Kelsey-Hayes Co., Utica 4, New York 
Hallmark of quality in Hand Tools since 1895 
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Holds Many Open Houses 


@ This is a note of appreciation for 
your wonderful article, How to Hold 
an Open House, in your April issue. 
You may be pleased to know this 
helped us in planning our next open 
house. Our association now, with 
17 offices, will have 20 within the 
year. You can see our need for new 
ideas and ways of conducting open 
houses. 
Davip R. SUMMERS 
Ad. Mgr., Home Savings & Loan 
Assn. of Los Angeles 


Hackles Raised 


e I was especially struck by the 
flippant and unsubstantiated state- 
ment (Hopper, Trends in Advertis- 
ing Typography, April) that there is 
a major trend to degeneration in 
lettering and layout. Mr. Hopper 
proceeds to quote impressively 
weighty statistics which must have 
taken great effort and a good deal 
of time to compile which sum up 
nothing except that designers are 
using Gothics (so what), a lot of 
Venus (and it’s a good looking, 
versatile face), have practically 
given up on Cloister (thank God), 
are using a lot of lettering (and 
why not?). Certainly nothing to 
warrant the ominous and insidious 
use by Mr. Hopper of such words as 
“infecting” and “degenerate.” 

Sure, there are ads being pro- 
duced which are badly designed, 
lacking in typographic taste, or any 
taste at all for that matter, but to 
see in this a major trend is idiotic. 

Just as idiotic as it is to set rules 
for layout such as “a _ headline 
should be four words long” or 
“fashion ads shouldn’t use Gothics.” 
If Mr. Hopper would spend more 
time looking at the effective, dra- 
matic, tasteful, exciting advertising 
being produced, I think he will find 
that the good designer achieves his 
greatest successes by breaking all 
the rules Mr. Hopper would try to 
strap him down with. 


> Why not a constructive article on 
what’s good in layout and typog- 
raphy? Certainly for every example 
of the so-called degenerate trend 
that Mr. Hopper illustrates, I am 
sure we could show sensitive, in- 
teresting uses of good typography 


even incorporating Mr. Hopper’s 
bogey-man — real live hand-letter- 
ing! 

Of course, I will readily admit 
that good taste in design and 
typography is still unfortunately a 
minority report — but it always 
has been. An article such as Mr. 
Hopper wrote just muddies the 
muddy water. Especially when the 
article itself is set in a hodge podge 
of unrelated typefaces thrown to- 
gether in the archaic, unimaginative 
trade book layout format of your 
magazine. 

SHEPARD KURNIT 

KGA Inc., New York 
(A good article suggestion, and we 
hope Mr. Kurnit will expand his 
thoughts into an article for us. 
We'll even let him do his own lay- 
out! ... Ed.) 


“Are you leaving enough margin for 
the spiral binding?”’ 


Liked Cartoon 


e The cartoon on page 36 of your 
May issue has hit the spot for us. 
May we reprint this cartoon in our 
house organ, The Gray Robin? 

By the way, thanks for an ex- 
cellent magazine — we really use 
it! 

STAN BENNETT 

Adv. Dept., Grayson-Robinson 

Stores Inc., New York 


Selling with Smell 


© To supplement your article on 
odorized printing in the June issue: 
We have had considerable success 
in supplying fragrances for promo- 
tional media, including house or- 
gans and newspaper advertising. 


© Some time ago a leading West 
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Dr. Pepper Display: 
Designed from an 

ektachrome. Printed | 
in 4 color process. | 
Size: 18” x 26” . 


BECAUSE IT'S A COLOR PLASTIC DISPLAY 
ON A STORE WINDOW AT EYE LEVEL 


Its value... Tells a complete sales story visible to every passerby. Printed in glorious full color process. 
Becomes part of window NOT an unsightly appendage. So novel... so new. . . so valuable looking it receives 


instant dealer acceptance because the clear plastic does not block out daylight or obscure merchandise inside 
the window or store. 


Uses ... For stores, on windows, doors and inside walls . . . as a mobile or a shelf-talker . . . on merchandise, 


attached to appliances to sell at P.O.P for gasoline pumps and outdoor truck signs (our plastic is 
absolutely weatherproof). 


Exclusive features of Transplastix . .. Other types of plastic signs are unsightly because they wrinkle. This 


clear plastic is guaranteed not to warp or curl. In full color or monotone. Any pictorial copy illustrated 
perfectly. Sizes up to 40 x 54. Quantities 200 to a million. 


Economy . .. Instead of planning an old fashioned display with expensive mounting and shipping cartons, 
you can buy a Transplastix for less money, rolled in a tube and delivered with lower mailing cost. 


Write for information: 


ULLMAN GRAVURE, INC. D ° 
319 McKIBBIN ST., BROOKLYN 6, N. Y. » HY 7-3700 rans lastix 


A division of The Uliman Company, Inc... Established 1888 


Foremost printers in Photogelatin and Gravure processes ... specialists in color displays on paper and plastic 
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in service 
in quality 


largest 
production 
photo- 
graphic 
firm invites your patronage. 


these 
low prices 


Singleweight Quantity 5x7 
glossy 25 $ 2.75 
prints 50 4.50 
100 8.00 

250 17.50 22.50 

500 30.00 42.50 

1000 55.00 75.00 


Negative 1.15 1.65 


(Seam GLOSSY PRINTS 


S ond for brochure 


MATIC 


59 E. Illinois St. Chicago 11, Ill. 
Whitehall 4-2930 


The Greatest of Faults, | Should 


Say, is to Be Conscious of None. 
THOMAS CARLYLE 1795-1881 


We're conscious of all kinds of faults 

. yours, ours .. . say, if you're forgetful 
about a dead-line or if you're too busy 
to remember that you're running out of a 
form ... we'll remind you. 


“Lefotitaeersne meses 


Fast and Resourceful Service—Since 1919 
— Reasonable. tool 


Multigraphing © Mimecgraphing 
Addressing © Melling © Plate Cutting © Mechanical Addressing 
Printing © Radic & TY orders processed © Complete Mall Compeigns 
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Coast gasoline company featured a 
morning newspaper ad with a gaso- 
line odor incorporated in the news 
ink. 


e A business magazine in the cos- 
metic and toiletries industry used a 
floral aroma from cover to cover to 
aid department, drug stores and 
other retailers to increase sales dur- 
ing the summer months. 


e A house organ used a “woodsy” 
scent to reinforce the outdoor 
scene used in its cover photos. 


@ Baby talc perfume was used by a 
baby products company in a bro- 
chure aimed at mothers. 


From our experience in the field, 
we believe memory can be sparked 
stronger by smell than by any other 
sense such as feel, taste, hearing, 
etc. If an odor recalls something 
cool, you will probably feel the heat 
less. If an odor recalls something 
rich and fine, you will probably 
value the product more. If it recalls 
the woods on last vacation, you will 
probably think of vacation needs. 

We conclude that fragrance 
should be very subtle to exert an 
effective influence. When odors lose 
their subtle nature and become 
strong, they are definitely obnoxious 
and customer resistance is formed. 

R. J. MCKEEFERY 

Industrial Sales Mgr., van Amer- 

ingen-Haebler Inc., New York 


Reprints for Steel 


® We wish to request permission 
to reprint the articles “Fifteen 
Ways to Cut Down Your Compos- 
ing Costs” and “Who Owns Your 
Negatives?”, both in your February 
issue. We would like to make a dis- 
tribution to steel editors. 
Rocer P. Fox 
Communications Service, Hill & 
Knowlton Inc., New York 
(Permission granted, as usual... 


Ed.) 


laroRnaTiony 
WANTED} 


Closed File Folders 


@ Perhaps you can assist me in 
tracking down the source for a new 
type of file folder. These are 
“closed-in” so that when filed there 
are no papers spilling out, etc. Be- 
yond that I don’t have any other 


specific information, having lost the 
promotion piece I was sent. 

In the back of my mind it seems 
they were put out by a company 
whose principal line is something 
other than the folders. 

Tom ABLES 

Acct. Exec., The Phillips-Ramsey 

Co., San Diego 


Footprint Signs 


® Please tell me where I can ob- 
tain the open house guide signs in 
the form of a white footprint, as de- 
scribed in the “Idea Album” in your 
April issue. 
J. A. KELLY 
Blaw-Knox Co., Dairy Equipment 
Div., Mora, Minn. 


Jigsaw Puzzles 


@ We are in the market for some 
inexpensive jigsaw puzzles to be 
used in a direct mailing for one of 
our clients. At the moment we hope 
to have a “tailor made” puzzle, but 
would consider a stock item if the 
cost of the former came too high. 
Marion Burton 
Acct. Exec., Howard Swink Ad- 
vertising Agency, Marion, O. 


Paper Ashtrays 


©@ We are in process of preparing a 
centennial celebration for one of 
our clients and are interested in 
obtaining printed paper ashtrays as 
a handout. Please send us informa- 
tion on who makes them and where 
we may obtain them. 
H. R. Haxes II 
Howard H. Monk & Associates 
Inc., Rockford, IIl. 


Dice & Calories 


@ Would you please send us some 
names of manufacturers of dice? We 
are planning an open house for one 
of our clients and would like to see 
if we can obtain a quantity of dice 
with the same number of dots on all 
sides. 

We would also like the names of 
some manufacturers of calorie 
control booklets. 

ArtHuR D. Duran Jr. 
Randolph Associates, Wellesley, 
Mass. 


Wants Display Movie 


® I would like to locate a 16mm 
film pertaining to the preparation 
and setting up of display windows 
featuring electrical appliances. Any 
assistance will be appreciated. 
Frep J. DorFLINGER 
Adv. Asst., Conn. Light & Power 
Co., Berlin, Conn. 





bu) 
I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Printing Records 
Eased by Tickets 


When, due to increased produc- 
tion and machinery additions, our 
internal printing department needed 
some form of accurate records to 
keep the department running 
smoothly, we set out to devise a job 
ticket system. 

Our first effort was the purchase 
of 9x12” envelopes on which we 
printed order information. How- 
ever, we soon found that a one- 
ticket system was not going to be 
the complete answer since we still 
needed some sort of master record 
which could be filed away. 

We solved this by using the same 
form as on the face of the envelope 
and running it on 8x11” sheets. 
These were inserted in the ticket 
along with carbon sheets. When the 
face of the ticket was filled out we 
then had extra copies which were 
kept in three-ring binders for a per- 
manent record. 

The result is a saving of extra 
writing and conclusive proof that 
the ticket was prepared in starting 
the job. 

One extra “gimmick” we de- 
veloped to help our system was the 
making of a diagonal cut in the 
upper left-hand corner of the en- 
velope. This enables us to pull the 
insert into register with the printed 
job ticket. 

WituiaM E. BEerrESHEIM 

Ad. Mgr., Kritzer Radiant Coils, 

Chicago 


Builds Future Sales 
With Student Kits 


In daily letters from students re- 
questing information on our prod- 
ucts, we saw a golden opportunity 
to build future sales if we handled 
this matter correctly. 

So instead of loose copies of cur- 
rent catalogs and varied informa- 
tion as we had in the past, we de- 
cided to devise a complete package 
that could be sent out in answer 


to students’ requests. 

Calling it the “students’ kit,’ we 
assembled all current product in- 
formation (catalogs, technical data, 
etc.,) together with a four-page 
bulletin on the history, parts and 
“diseases” of a storage battery. All 
this was bound in an imprinted Wil- 
lard binder usually used only for 
dealer kits, and we also included 
a letter thanking the student for his 
request and offering additional help 
if needed. 

Cost for the kit is low since it in- 
volves nothing more than the time 
spent in assembling the materials, 
and the benefits not only give the 
student a complete picture of our 
product but also create a feeling of 
valuable good will among future 
storage battery customers. 

F. J. Coox 
Advertising and Promotion 
Dept., Willard Storage Battery 
Co., Cleveland 


Gets Full Representation 
At Economy Prices 


Because our cooperative budget is 
limited, and our distributors enjoy 
exclusive territories, our trademark 
lists in the yellow pages of the 
phone book had always been han- 
dled on a 50-50 basis. We paid for 
the trademark, advertising message 
and a “Where to Buy It” quote, 
while the dealer paid for his own 
name, address and phone number 
just underneath our trademark. 

The problem with this system, 
however, was the complete lack of 
a listing in areas where the dealer 
chose not to pay for his yellow 
book listing. 

Upon investigation, we found 
that if we dispensed with the more 
expensive trademark and adopted 
the simpler “Trade Name Listing” 
available, we could pay the full cost 
of our company’s trade name listing 
plus the dealer’s name for not much 
more than it had formerly cost us 
for just our own trademark listing. 

Additional money was saved by 
the lack of correspondence now be- 


CHECK LIST FOR 


Catalo 


Give your customers the kind of catalog 
they /ike to use. Give them the kind they 
like to look at. 


st Make your catalogs: 


= LOOSE-LEAF 


easy to add or remove pages 


DURABLE 


to stand handling 


FLAT STACKING 


for neat desk piles 


FLAT OPENING 


easier handling, easier reading 


EXPANDABLE 


for adding new pages 


ECONOMICAL 


quantities cost less 


ACCOPRESS BINDERS for your cata- 
log covers give you every feature for 
more “Sell”’—plus all the appeal you can 
add with color, embossing or printing. 
Write us, or ask your stationer to 
show you the complete Acco line for 
keeping papers together in every 
department of your business. 


The Accopress 
Binder com- 
bines loose leaf 
convenience, 
large capacity 
and economy. 
Ideal for Cata- 
log Covers. 


When transfer time 
comes just slip the 
bound papers from 
the Accobind Folder, 
insert’ a mew Acco 
Fastener and the 
Folder is ready for 
another year's filing. 


ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 


(for marginal multiple punched forms) 
ACCO clamps 
ACCO punches 


THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS 


A Division of NATSER Corporation 
Ogdensburg, New York 


In Canada: Acco Canadian Co., Ltd., Torente 
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live in a 


sentimental ballad of love and death. They might 
have been the world’s most famous lovers . . . if 


Johnny hadn't done her wrong. But he did.. 


.and she 


shot him dead, bringing to herself, to Johnny, and 
to St. Louis immortality. The story of Frankie and 
Johnny is told in many verses as well as versions. 


We have clients in America’s foremost industries and would like more 
Printers with Imagination 


D ras KELLER COMPANY “4 SO0OOS FRANKLIN BLVD 


ar 
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CHICAGO 12, ILLINOIS 


How to Get Things Done! 


*% BOARDMASTER Visual Control Saves You 
Time, Money. 


Gives Graphic Picture of Your Operations 
at a Glance. 


Simple to Operate, Type or write on Cards, 
Snap in Grooves. 


Ideal for Production, Traffic, Sales, Inven- 
tory, Scheduling, Etc. 


Made of Metal. Compact and Attractive. 
Over 150,000 in Use. 


Full price $49.50 with cards 


24-page illustrated 
FREE BOOKLET No. R-200 
Without Obligation 
Write Today for Your Copy 


GRAPHIC SYSTEMS 


55 West 42nd St. * New York 36, N. Y. 


tween us and the dealers and the 
telephone company. 

Since it now costs the dealer 
nothing, he has no objection to our 
listings, giving us complete repre- 
sentation in the phone book. 

EverETT B. NELSON 

Ad. & Sales Pro. Mgr., Barreled 

Sunlight Paint Co., Providence, 

R. I. 


Finds One Good Mailer 
Can Do Work of Three 


We're great users of direct mail 
to attract our customers to our 
showrooms, but one of our great 
problems was the fuss and expense 
of making up the invitation, en- 
closing the appointment card and 
addressing the envelope. 

Since there was no other way out 
if we wanted the customers to visit 
(and we did), our only simple solu- 
tion seemed to be to make a simpler 
mailer. 

The new card we devised was 
sent in a window envelope, and 
contained the customer’s address on 
one side with space above it for the 
individual appointment the cus- 
tomer wanted to make. The an- 
nouncement of our display, the 
place and time was on the left. The 
other side contained our name and 
address and a 2c postage blank. 

All three messages went through 
an addressing machine in just three 
trips and the new window enve- 
lopes eliminated our hand-addres- 
sing problem. 

Beside the obvious advantages of 
saving time and money for us, the 
mailers also please the customers, 
since it is no chore for them to write 
their appointment time in on the 
lines provided, put a 2c postage 
stamp on the card and drop it in the 
mailbox. 

PreteR DAMM 

Sales Pro. Mgr., Whitman Pub- 

lishing Co., Racine, Wis. 


WHAT'O HE SAY 7? 


WE CANT see US ‘TIL 11:45!" 














NOVEMBER, 1957 
Nov. 1-Dec. 31 


Ice Cream’s Chocolate Jamboree ; 
sponsored by Ice Cream and Dairy In- 
dustry Organizations, information source, 
Intl. Assn. of Ice Cream Mfers., 1105 
Barr Bldg. Washington. 


Nov. 1-30 
Butter-Baked Turkey Time spon- 


sored by American Dairy Assn., 20 N. 
Wacker Drive, ¢ hicago 6. 


Gift Cheese Shopper's yy) ae spon- 
sored by American Dairy Assn., 20 N. 
Wacker Drive, Chicago 6. 


Nov. 3 


“Freedom o} the Press” Sunday i 
sponsored by the Council of Liberal 
Churches, 25 Beacon St., Boston 8. 


Nov. 3-9 
“Cat Week 1957” . sponsored by 
the American Feline Society Inc., 41 


Union Square, West, New York 3. 


National Fresh Cranberry Week 
sponsored by Eatmor Cranberries Inc., 


1144 W. 14th Pl., Chicago. 


Nov. 4-10 


National Can Opener Week . Spon- 
sored by Can Manufacturers Inst., 32 
East 57th St., New York 22. 


Nov. 10-16 


American Education Week . . . spon- 
sored by American Legion, 700 N. Penn- 
sylvania St., Indianapolis 5.; Natl. Con- 
gress of Parents and Teachers, 700 N. 
Rush St., Chicago 11: Natl. Education 
Assn., 1201 16th St. NW, Washington 6; 
Office of Education, Dept. of Health, 
Education and Welfare, Washington 25. 


Nov. 15-Dec. 15 


Christmas Seal Sale . . . sponsored by 
Natl. Tuberculosis Assn., 1790 Broad- 
way, New York 19. 


Nov. 17-23 
Children’s National Book Week 


sponsored by Children’s Book Council, 


50 W. 53rd St., New York 19. 
Nov. 22-28 


Farm-City Week . . . sponsored by 
Kiwanis Intl., 520 N. Michigan Av., Chi 
cago 11. 


Nov. 25-29 


Know Your America Week spon- 
sored by All American Conference to 


Combat Communism, 917 15 St. NW, 
Washington 5. 


Nov. 28 
Thanksgiving Day (Presidential Procla- 
mation). 

Nov. 28-Dec. 25 
Holiday Eggnog Time . . . sponsored by 


American Dairy Assn., 20 N. Wacker 


Drive, Chicago 6. 
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with Cotton Fiber 


GIVE YOUR LETTERHEAD A LIFT 


with WESTON cotton Fiber BOND 


You can see the difference, feel the difference ... 
even hear the difference when you compare 
WESTON BOND with letterhead papers that lack 
cotton fiber quality. Cotton fiber adds character and 


impressiveness that stand out at a cost you hardly 
notice. 


See for yourself the difference cotton fiber quality 
can make in your letterhead and business forms. 
Ask your printer to use WESTON BOND for your 
next lot of letterheads. He has it in white, colors, 
white opaque, white litho finish and matching en- 
velopes... 


Or write for a sample book and make your own 
comparison. Address Dept. AR 


( \v) BYRON WESTON COMPANY 
| Makers of Papers for Business Records Since 1863 


x 5 / 
Co DALTON, MASSACHUSETTS 
your * ; 


WESTON BOND 


Cotton Fiber Quality Letterhead Paper 
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NATURAL COLOR 
POSTCARDS 


MADE ONLY BY COLOURPICTURE 


AT NEW LOW PRICES!! 


Plastichrome®, winner of the Lithographers 
National Assoc. Award for 3 straight years, is 
unequalled for quality, ‘‘true-to-life’’ color and 
they're backed by the foremost manufacturer of 
postcards in the world. They offer unlimited 
possibilities for product promotion and mer- 
chandising of your advertising campaign. A 
must for dealer promotions. Made from trans- 
parencies — COST LESS THAN Ic EACH. 


Also available are jumbo size 
self mailers, king size cords, 
brochures, and broadsides. All 
in beautiful natural color. 
Use genuine Plastichrome® 
postcards —- made only by 
Colourpicture 


Remember, there is no card 
**just as good’ os Plastichrome. 





Write for complete information, 
samples and new low price list. 


COLOURPICTURE PUBLISHERS, INC. 


392 NEWBURY ST., BOSTON 15, MASSACHUSETTS 


SEND YOUR CATALOG 


AND 1°" CLASS LETTER 
TOGETHER IN 


be 


2 OLD 


TT ts COMPARTMENT ENVELOPE 


@ Envelope compartment is integral 
construction ... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices .. . No obligation! 


Ts 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 
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for ADMEN 


@ Successful Conference and Dis- 
cussion Techniques, by Harold P. 
Zelko, McGraw-Hill Book Co. Inc., 
New York, 264 pages, $5. . . How 
much time do you spend in confer- 
ences of one sort or another? Ac- 
cording to a University of Michi- 
gan research project, published 
back in 1951, the average member 
of middle and higher management 
spends one-fourth to one-third of 
his working day in conferences. It 
wouldn’t be surprising if advertis- 
ing people had a higher proportion 
than that, and certainly the ratio has 
gone up in the intervening six years. 

With all this concentration on ac- 
complishing things and _ thinking 
things through in a group, it is im- 
portant for any executive to be 
thoroughly aware of how groups 
function and what are the basic 
principles, methods, and techniques 
needed to be an effective leader or 
participant. 

A useful part of the book is the 
frequent inclusion of checklists for 
various kinds of meetings. A selec- 
tion of books and magazine articles 
is a helpful addition, as is a list of 
motion pictures and filmstrips on 
discussion techniques. The author 
is a professor of speech at Pennsyl- 
vania State University. 


e STA Year 30, by the Society of 
Typographic Arts, 58 E. So. Water 
St., Chicago 1, unnumbered, $1... 
This is a photographic record of the 
30th annual exhibition of design in 
Chicago printing. It includes black 
and white illustrations of the 104 
pieces selected for this exhibit, with 
full credits for each. 

In addition, there is a description 
of the various activities of the STA. 
This is the first of a contemplated 
annual series. 


@ Modern Market Research, by 
Max K. Adler, Philosophical Li- 
brary, New York, 158 pages, $4.75 

. Are you puzzled by some of 
the jargon of the research peo- 
ple? Do you know how to evalu- 
ate the contribution made by this 
art on its way to becoming a 
science? This short, non-technical 
book may serve as a guide to the 
jungle of research. It is intended, 
according to the author, for people 
who commission market research, 


especially those who are a little 
suspicious of the whole operation. 

In addition, it tries to give an- 
swers to some important questions, 
such as what the buyer can ex- 
pect to get when he buys a survey, 
how he should select the right sur- 
veyor, how to interpret the results 
by himself, and other very key 
questions to which every user must 
find his own answers. 

This volume is aimed at British 
businessmen, but this should make 
it no less useful to readers on this 
side of the ocean. Inasmuch as mar- 
ket research has made its greatest 
advances in the United States, the 
author necessarily has drawn most 
of his examples from American 
sources. 


© Projectionist’s Manual, by Bu- 


reau of Naval Personnel, U. S. 
Navy, Superintendent of Docu- 
ments, Washington 25, 75c. . . This 


handy booklet, written primarily 
for Navy projectionists, covers the 
operation and maintenance of most 
audio-visual equipment, including 
projectors for slides, filmstrips and 
motion pictures, as well as over- 
head transparency projectors and 
opaque projectors. 
tape recorders. 

For each type of equipment, it 
gives simple maintenance proce- 
dures, suggestions for smooth show- 
ings, and detailed instructions, by 
make, of how to set up. 

A copy of this manual belongs 
in the storage closet in which you 
keep your organization’s audio- 
visual equipment, and it should be 
read by every staff member who 
has occasion to use any of it. 


It also covers 


© Building Your Business with 
Calendar and Specialty Advertising, 
by Eugene Whitmore, The Dartnell 
Corp., 4660 Ravenswood Av., Chi- 
cago 40, 255 pages, $3.50... “Or- 
ganization on the old theme” might 
be the title of this practical hand- 
book. Since it is the first to state 
the sales-building how, when, and 
where use of calendars and ad spe- 
cialties in business promotions. 

The special advantages of calen- 
dars and ad specialties are discussed 
in the book and a series of inter- 
esting case histories illustrate the 
author’s contention that these items 
can be valuable aids in helping the 
business and advertising man ac- 
complish special promotion tasks. 

A variety of calendar examples 
are illustrated in Mr. Whitmore’s 
book including specific examples of 
the Coca-Cola calendar girls dating 
from 1951 to 1955. 





TUE) Ue 


‘gasoline - 
witn £C Pp.us 


Lawter is the basic fluorescent 
color manufacturer whose 
products are the most widely 
used in the graphic arts. 


Write or phone any of the 
three Lawter plants for the 
new BOLD color card 
brochure and any technical 
assistance you may need. 


Consult your 
Screen Process Printer for 
Helpful Suggestions. 


BOLD 


Cm astecl ih 
YE Ce ya 


“BOLD meets or exceeds 

every exacting requirement 

we demand from daylight 
fluorescent colors. We 
experienced excellent results 
with BOLD on our Royal gasoline 
service station promotion in all 
28 states of CONOCOLAND.” 


says Mr. Jack Nemeth, Sales Promotion 
Manager, Continental Oil Company 


Here is graphic proof that BOLD Daylight Fluorescent Screen Process 
Colors have strong acceptance among quality-minded, cost-conscious 
advertisers everywhere. These advertisers and their agencies make BOLD their 
choice to do the job right every time because they are assured of the 

ultimate in lasting brilliance, mileage and economy of application. 

BOLD enables them and yow to get the greatest possible 

value from your budget dollar! 


Lawter fluorescent colors are the most widely distributed in the nation. 
Your screen printer has BOLD on hand to give you that sales impact 
which comes only from BOLD colors... quality standards of the industry. 
Insist on BOLD Daylight Fluorescent Screen Process Colors... 


"Lovell < gtt brightridean: 


LAWTER CHEMICALS, INC. 
3550 Touhy Avenue, Chicago 45, Illinois 


Newark, New Jersey « San Leandro, California 





Selected AR Reprints 


The following have been selected from the full list of feature articles 
now available in reprint form. The complete list appeared in the June is- 
sue. Except where otherwise specified, each reprint costs 25¢. Please order 
by number, enclosing payment for all orders of $2 or less. Quantity prices 
ere available on request. Send orders to Reprint Editor, AR, 200 East 
Illinois $t., Chicago 11, Hil. 


New This Month 


226 School For Home Buyers — by Stanley E. Cohen 


How a national association worked out a plan for a public service program 
227 Ballast Your Business with Balloons 


Thirteen ways to use balloons as premiums to help build sales 
228 A New Guide to Color Photography — by Egon Berka 


A simple explanation of the many types of color film now available to admen 


Calendars 


102 The Public’s Preferences in Calendars 
AR survey shows what various audiences prefer in calendars 


Direct Advertising 


219 Hoffmann-LaRoche Dares to Be Different 


Details on the mailing pieces which won DMAA’s Gold Mail Box award 
214 Are Amateurs Ruining Direct Mail? — by Dick Hodgson 


A provocative approach to the growing demand for professionalism in this medium 
207 Letter Reproduction — by Margaret Reynolds 


A special AR report giving facts and figures on the major processes 
172 202 Tips for Direct Mail Advertising (50c) 


A 16-page booklet reprinting AR’s two special articles on direct mail advertising 
128 Ford Establishes a New Method for Handling Its Direct Mail Advertising — by Dick 
Hodgson 


A direct mail program as handled by an agency at 15% commission 
103 All the People Some of the Time — by Nicholas Samstag 


Time promotion director explains his direct mail philosophy 


Engraving 


203 Progress Report on Electronic Engraving — by David Saltman 


Results of extensive research on the practical! use of this new technique 
155 Assembling Color Elements Can Save Time and Money — by H. C. Latimer 


Discussion of photographic operations to prepare process art for the platemaker 
147 Magnesium . .. A Step Forward in Photoengraving 


The story of the development of fast-etch magnesium plates 
141 How to Make One Set of Color Plates Do the Work of Several — by Bernard 
Converse 


Getting color on a b&w budget by multiple use of color plates 
112 Do's and Dont’s for Better Engraving 


Engravers’ answers to AR’s survey 


Exhibits 


223 Showmanship at a Home Show — by Phil Seitz 


Practical experience shows elements which spell success for a home show 
192 Exhibit Photos — How to Put Them to Work 


How a number of exhibitors used photos of their trade shows 
191 How to Get More from Your Trade Show Dollars — by William S. Orkin 


Tips on building traffic and planning follow-through for your exhibits 
178 The Growing Importance of Fairs as an Advertising Medium — by James Joseph 


Fairs have become a product showcase and a selling place 
168 Maturity for Trade Show Exhibits — by Dick Hodgson 


A report on some of the trends in exhibits 
110 55 Ulcer Reducers for Exhibitors 


Rules for making exhibiting easier and cheaper and results better 


Miscellaneous 


218 Ten Rules for Believable Testimonials 
How to get the most value from a personal endorsement of your product 
215 AR Idea Album (50c) 
A collection of 114 ideas taken from our popular and helpful feature 


210 How Agencies Work Together — by James Robertson 


The background of a successful campaign that required detailed coordination 
208 Emblems — by Robert M. Marks 


A practical guide to the development of an emblem identification program 
202 How | Solved it ($1) 
64-page book containing over 125 selected ‘‘How I Solved It’’ items from AR readers 
165 Bankers Are People, too — by Jeff Thomson 
How a bank extends its advertising service to over 100 correspondent banks 


Printing 


211 A System for Controlling Printing Costs — by Frederic Kammann (50c) 


A five-part outline of a practical system for saving 10% on your printing bills 
196 Crossroads for Captive Plants 


A special study on the problems of operating internal printing facilities 
124 Institution Learns 3-D Production Tricks — by John C. Randall 


An effective guide for producing printed 3-D advertising material 
105 Let's Swap Ideas 


Ten ideas from printers and admen culled from Kimberly-Clark’s contest 
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Conventions 


All meetings listed here are annual con- 
ventions, unless otherwise described 


AUGUST 


4-7 . . . International Assn. of Printing 
House Craftsmen Inc., Buffalo, N.Y. 


15-16 . . . Circulation Seminar for Busi- 
ness Publications, Edgewater Beach Hotel, 
Chicago 


23-27 . . . National Advertising Specialty 
Assn., Palmer House, Chicago 


SEPTEMBER 


7-10 . . . Mail Advertising Service Assn. 
Intl., Sheraton Park Hotel, Washington. 
9-12 ... New York Premium Show 

9-13 . . . Society of Photographic Scien- 


tists and Engineers, Berkeley Carteret 
Hotel, Asbury Park, N.J. 


11-13 . . . Direct Mail Advertising Assn. 
Inc., Sheraton Park Hotel, Washington. 
11-14 . . . National Assn. of Photo- 
Lithographers, Chase Park Plaza, St. Louis 


18-21 . . . International Typographic 
Composition Assn., Hotel President, Kan- 
sas City, Mo. 


26-28 . . . National Flexible Packaging 
Assn., The Greenbrier, White Sulphur 
Springs, W. Va. 


29-Oct. 2... Packaging Machinery 
Manufacturers Institute Inc., The Cloister, 


Sea Island, Ga. 


OCTOBER 


4-9 . . . Society of Motion Picture & TV 
Engineers, Philadelphia, Pa. 


9-12 . . . Advertising Typographers Assn. 
of America Inc., Mark Hopkins Hotel, San 
Francisco 


13-16 . . . National Automatic Merchan- 
dising Assn., Cincinnati, Ohio 


14-16 . . . American Photoengravers 
Assn., Philadelphia, Pa. 


26-29 .. . Stationery Show of New York 


26-30 . . . Screen Process Printing Assn., 
Sheraton-Cadillac Hotel, Detroit 


28-30 . . . Packaging Institute, Hotel 
Statler, New York 


Never mind the tickets to the Steve 
Allen show, just attend the seminar 
on printing inks... 





You Move More Merchandise 
when IA EE TIN IN 3oos&5°*" 


Make Selection Easier 


to enter 


Packaging for Variety Chains 

2lst annual, sponsored by “Variety 
Store Merchandiser,” 192 Lexington 
Av., New York 16. Open to manufac- 
turers, their representatives and dis- 
tributors; to advertising agencies, pack- 
age designers and packaging suppliers. 
Covers any package, new or old, sold 
in any variety chain. 

Closes August 31, 1957 


Hot Dogs in Ads 
Sponsored by Tee-Pak Inc. as part of 
Natl. Hot Dog Month. Information from 
Gordon Winkler, Daniel J. Edelman & 
Associates, 437 Merchandise Mart, Chi- 
cago 54. Covers advertisements appear- 
ing between January 1 and August 31 
portraying — but not advertising — hot 


dogs. 


Closes August 31, 1957 


Industrial Landscaping 

Fifth annual, sponsored by American 
Assn. of Nurserymen, 10 E. 43rd St., 
Vew York 17. Covers landscaping im- 
provements by industrial, service and 
business firms and institutions. National 
and regional awards. 

Closes September 1, 1957 





Printers’ & Lithographers’ Self-Advertising 
6th annual, sponsored by Printing In- 
dustry of America Inc., 5728 Connecti- 
cut Av., NW, Washington 15, and Mil- 
ler Printing Machinery Co.. 1117 Reeds- 
dale St., Pittsburgh 33. Covers adver- 
tising programs of letterpress, litho- 


Busy buyers want facts fast. 
When your catalog gives them 


The Noland Company, progress the right information in five 


seconds, they reach for their 


° e ° d re 
sive distributor of Newport News, Bee 


SOT DM ash Mame let od tod 
y . ore > sj scree q allie ‘cc . . Bind d Col ific Ind 
graphic, gravure, silk screen and allied | Va.., reports: This binder was TT Cee ees a 


process printers completed between TT MR to 


Sept. 28, 1956 and closing date. saci aa : ce ‘ selling. Product EU 
prin es very well received by our customers webbie Gat 


tag fe F gre 
and salesmen. All comments have Se en 


ne aod i 
Se | e custom-tailored binders look 


y and feel elegant—and add the 
First annual, sponsored by Audit Bureau been favorable and we feel sure pages til nilete te 
of Circulations, 123 N. Wacker Dr., Chi-_ | 


, . : eM Mes Lee 
cago 6. Open to A.B.C. publisher mem- it has increased our sales ... We . 
bers who through effective promotion of 


their publications broaden advertiser have found from experience that 
and reader understanding of A.B.C’s | F 3 . 
service. Eligible are advertisements and/ | a loose-leaf service is far superior 
or editorials published between Oct. 1, 
1957 and Sept. 30, 1957. | toa bound catalog.” 

Closes October 1, 1957 


Home Selling Merchandising Programs i 

Sponsored by “Practical Builder,’ 5 S. Copyright 1957, by The Heinn Company, Milwaukee 
Wabash Av., Chicago 3. Open to any- 
one in the home building business, with 

plaques to advertising agencies that han- SE a ee eee eI 

dle winning programs. . " 

Canes Cais Oe ae | THE HEINN COMPANY, 306 W. Florida St., Milwaukee 4, Wis. 

; | ay A tits FT oS We ore listing quantities of items on which we'd like complete information 


Changeable Sign Installations | Pan Tht H e rn +... Salesmen's Catalog Binders 


. : . -...... Dealer Catalog Binders O Send * Facts at Your Finger 
Sponsored by Wagner Sign Service Inc., tips,"’ Heinn’s new booklet 


218 S. Hoyne, Chicago. Covers sign in- aa ae aint ews oe Ports) for the catalog planner 
stallations using Wagner changeable let- | nent ; C] Have your ’ 
ters and mounting equipment. Open to a eS val see ee a 
sign companies and their employes. TM eCcry: 
Prizes to be awarded for best photos of 
signs; also for best statements on how eT 
Wagner products increased business for | k 
sign company or its customer. Prizes | USMC Address 
will be 5% higher for entries received 
before October 1, 1957. 

Closes February 21, 1958 


Name 


Firm 





City... State 
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In the largest 
cities—and in the 
smallest villages, 
too—Nekoosa 
Papers are serving 
American business 
with a complete 
line of papers for 
every office and 
every office use. 
Thousands of 
printers can supply 
them... more than 
135 Nekoosa 

Paper Merchants 
distribute them. 


NEKOOSA-EDWARDS 
PAPER COMPANY 
Port Edwards, Wisconsin 


IN CHICAGO 
) 
and from coast to coast... WU 


PAPERS 


Nekoosa Bond Nekoosa Ledger * Nekoosa Duplicator Nekoosa Mimeo ° Nekoosa Manifold 
Nekoosa Offset Nekoosa Opaque . Nekoosa Master-Lucent * and companion ARDOR Papers 
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PRODUCTION 
MANAGER 


“WHO'S ON THE TEAM?” 


Production is everybody’s business, say the executives of 


leading ad agencies, and they tell why here. 


The past ten years have seen a 
growing recognition on the part of 
advertising agencies and their 
clients of the importance of pro- 
duction in the over-all picture of 
advertising success. The number of 
production executives who, ten 
years ago, had the rank of agency 
vice-presidents has been increased 
many fold, because of the heavy 
responsibilities now assigned to pro- 
duction in agency organization. 

Despite television and its grow- 
ing importance in advertising budg- 
ets, production is not receiving less 
emphasis than before — in fact, it 
is getting more important in the 
thinking of agencies and advertisers, 
who recognize the vital part which 
it plays in assuring the delivery of 
effective advertising messages to 
the reader. 


This article 

livered by G. 

Advertising Requirements, Industrial Mar- 
keting and Advertising Age, at the tenth 
anniversary meeting of Chicago’s Adver- 


tising Agency Production Men's Club. 


Everybody in an agency is vitally 
and directly interested in the final 
demonstration of the service of the 
production men, the achievement of 
attractive, readable, published ad- 
vertisements. So is the advertiser, 
the man who pays the bills. So are 
the media which publish the adver- 
tising. And so, of course, are the 
suppliers, on whose skilled craft- 
manship depends the final result. 


> So in asking, “Who’s On the 
Team?” we must concede that this 
is largely an academic question, be- 
cause everyone concerned with 
good advertising and _ satisfactory 
results from advertising expendi- 
tures knows he is on the production 
team, along with those directly en- 
gaged in this important phase of 
agency activity. 


e The creative departments must, of 
course, provide material which is 
suitable for the reproduction proc- 
ess to be employed, and so they 
work closely with production to 
make sure that the end result will 


be as close to perfection as possible. 
In addition, they must deliver their 
materials on time to enable pro- 
duction to meet its deadlines. 


e The account man, working with 
the advertising management of 
clients, can save overtime charges 
by getting okays and corrections 
promptly. Resetting type and hold- 
ing presses for last minute correc- 
tions are not only a headache for 
all concerned, but add greatly to 
production expense. And these are 
the days when production exec- 
utives are budget-minded as never 
before. 


@ Suppliers of the materials which 
go into advertising production are, 
of course, on the team. They have 
done heroic work on many occasions 
to enable ads to get printed on 
schedule, so as to maintain mer- 
chandising programs keyed to the 
appearance of these sales messages. 
They are always at hand to help 
production men solve problems re- 
lating to their particular services. 
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It is not exaggerating to say that 
advertising production is now rec- 
ognized as a team job, emphasized 
in terms of the enthusiastic cooper- 
ation which assures the success of 
this important element of agency 
service. 


>» Many agency executives have rec- 
ognized this important role, and 
have furnished us with statements 
of the part production plays in their 
agencies. Typical is the comment 
of George C. Reeves, J. Walter 
Thompson Co., who commented on 
the marked expansion of the pro- 
duction department in the Chicago 
office, and then added the signifi- 
cant statement, “The creative de- 
partments rely on the judgment 
and advice of the production per- 
sonnel, and our production man- 
ager is often consulted on the re- 
production quality of artwork for 
magazine or newspaper advertise- 
ments.” 

Other comments are in similar 
vein, and are presented here as an 
indication of the new status of pro- 
duction. 

e “Everyone 


realizes the impor- 


tance of the copy, the layout and 
the art treatment in the preparation 
of an advertisement. These ingredi- 
ents must combine to make the 
most attractive and persuasive pre- 
sentation of the advertiser’s story 


to the public. 

“It must be remembered, though, 
that before the advertisement ap- 
pears in a publication, it must go 
through the process of ‘mechanical 
production’ which, if improperly 
handled, can reduce the effective- 
ness of the finished advertisement. 
That is why it is so vital that ‘me- 
chanical production’ be treated with 
the importance it deserves. It 
should be regarded as a major link 
between the preparation of copy 
and art and the finished job as the 
public sees it — and should be en- 
trusted to people thoroughly skilled 
and experienced in all phases of 
production processes and the graph- 
ic arts. Certainly, space production 
contributes most importantly to the 
agency’s responsibility in preparing 
advertisements.” 

Cuar.tes H. Brower 

Executive vice president and gen- 

eral manager, Batten, Barton, Dur- 

stine & Osborn Inc., New York 


e “We regard production as more 
important now than in the past. 
While it is true that television has 
accounted for a larger and larger 
proportion of our billing, our bill- 
ing in print media has also in- 
creased substantially over the past 
few years. 
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“The quality of our production 
work has become more and more 
inportant as costs for individual ad- 
vertisements have increased. In 
other words, it’s more important to 
take every step you can to assure 
the finest possible reproduction of 
an advertisement running on a 
piece of paper that costs $30,000 
than it is when the space costs say 
$7,000 or $8,000. 

“New methods of printing, the in- 
creased use of roto, the tremen- 
dously increased use of r.o.p. news- 
paper color advertising, all have 
made the production job more im- 
portant. 

“Our production people are con- 
cerned not only with the repro- 
duction of advertising, but today are 
working with clients on packaging 
collateral material, etc. All this has 
increased the need for skills in 
agencies.” 

F. StrrotrHer Cary JR. 
Administrative vice president, 
The Leo Burnett Co., Chicago 


e “Our production manager phys- 
ically and mentally sits in the mid- 
dle of the job during its progress, 
and at its inception is a member 
of the plans board group. 

“We have always felt that pro- 
duction is as much a creative effort 
— singly and in concert — as any 
other facet of our business. At 
Plans Board our production man- 
ager and his assistant contribute 
mechanical creativity and always 
aid in the practical application of 
all job inception. 

“We feel this is important from 
two standpoints: 


1. Nothing is presented to a client 
that cannot be produced; 


2. All that is planned is_ then 
turned over to production with 
background and “end result” in 
mind. 


“We are delighted that this oft- 
forgotten man in our business or- 
ganization has been brought to the 
fore. An agency is judged only by 
what it delivers — and most cer- 
tainly production men carry their 
share of that responsibility.” 

RautpH CARSON 
President, Carson/ Roberts Inc. 
Los Angeles 


e “Kudner Agency has _ always 
operated on a plan of careful inte- 
gration of independent departments. 
That, of course, includes our pro- 
duction department. Jack Robinson, 
the department manager, has com- 
plete responsibility for its operation, 
and part of that is the responsibility 
of being informed of all agency 
activities and meshing his function 
in the coordinated operation. 


“The scope of our production de- 
partment has broadened steadily. 
Certainly we consider it one of the 
primary functions in the job the 
agency does for its clients.” 

J. H. S. Exuis 
President, Kudner Agency, 
New York 


e “I think every serious advertis- 
ing agency has always regarded 
production as one of the areas 
where close attention and close 
supervision could make a great dif- 
ference in advertising without add- 
ing to its cost. This is a business 
of getting the most for one’s money. 

“We encourage our production 
executives (and all their people, 
too) to maintain liaison with cre- 
ative, contact and other depart- 
ments of the agency, and with me- 
dia and suppliers. 

“We post hundreds of newspapers 
and supplement proofs every week, 
and all our creative people review 
these for variations. When repro- 
duction is poor, we scream at every- 
one concerned. When it is average, 
we wish it were better. And when it 
is very good, we thank all the peo- 
ple both in our company and in the 
media who made it so.” 

FarrFaAx M. Cone 
President, Foote, Cone & Belding 
Chicago 


e “Who's on the team? Well, look at 
it this way. A manufacturer may 
spend a lot of money researching 
the market for a new product. He 
designs it, develops his marketing 
program; sends his men out to sell; 
he advertises and publicizes it; 
equips to produce it and chances are 
everything goes fine .. . but only if 
the manufacturing department does 
its job well. If it doesn’t . . . all the 
rest of the work and the big invest- 
ments are for naught. 

“It's exactly the same situation 
with the ‘manufacturing,’ or pro- 
duction end of the agency business. 


“Now where is that rush job | wanted 
you to get done today? | had it right 
here all last week!”’ 





Let our production manager fail to 
do the best possible job; let him 
fail to be truly creative in the doing 
of that job .. . and everything all 
the way down the line can suffer. 
The reader doesn’t see the research 
and the planning . he sees the 
finished ad. And that explains why 
we consider our production man- 
ager not only a part of the team, 
but a darned vital part, to boot.” 


SAM KRUPNICK 
President, Krupnick & Associates 


Inc., St. Louis 


e “At this agency, production is 
considered to be a more important 
function than it was in the past, 
not only because of the greater costs 
involved today, but also because of 
the more involved technical knowl- 
edge which is required. 

“The whole field of graphic arts 
is quite different now. There are 
new aspects of the letterpress 
printing process relating to r.o.p. 
color methods, to comic page ad- 
vertising, and to other develop- 
ments. Rotogravure processes have 
been improved and their use 
widened. 

“Production, as a part of the 
process of communication of ideas 
in printed advertising, is a major 
contributor to the 
result. 

“Our task force operation, bring- 
ing to bear on a problem all of the 
agency’s resources, provides a 
means of internal liaison. Our pro- 
duction department is a participant 
in this process. External contacts, 
with media and suppliers, are im- 
portant and equally essential. 

“All in all, I would say that any 
good agency production manager 
today is really not the same as the 
man who held a similar title ten 
or fifteen years ago. He just has 
to know more about the complex 
techniques, materials and methods 
which now are such important parts 
of our business.” 


final successful 


MELVIN BrRORBY 
Senior vice president, Needham, 
Louis & Brorby Inc., Chicago 


e “The demands on the production 
department for a greater knowledge 
of optional techniques, of cost con- 
trols, and even of such seemingly 
unrelated things as transportation, 
have raised the stature of the pro- 
duction man. I am sure that the 
production man in the average 
agency today has to be much more 
broadly educated from a_ business 
standpoint. 

“Our production executives are 
expected to maintain liaison with 
creative, contact and other depart- 
ments of the agency. We believe 
that knowledge of suppliers’ facili- 


ties and close working relationships 
with suppliers are vital to good 
agency service. 

“Our agency has always had a 
very substantial portion of its bill- 
ing in collateral advertising. Con- 
sequently, in all three of our of- 
fices, the proportion of production 
department personnel is fairly high 
as compared with many other agen- 
cies. Nearly 50% of our billing last 
year, on a capitalized basis, was in 
the field of collateral materials.” 

Witu1am A. MARSTELLER 
President, Marsteller, Rickard, Geb- 
hardt & Reed Inc., Chicago 


e “The great development in read- 
ership yardsticks has shown clearly 
the relation of production skill to 
readership. In fact, agency art de- 
partments and production depart- 
ments now overlap. The necessity 
for the production department to 
implement the work of the creative 
departments has become 
acute. 

“At no time in my advertising 
experience has the production de- 
partment of an agency occupied 
such an important part in an 
agency’s functions as it does right 
now. 


more 


“Progress in the graphic arts en- 
hances the need for skill in pro- 
duction. The growth in the number 
of production methods employed by 
media gives the agency production 
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department a more complex prob- 
lem. 

“We encourage our production 
department to maintain constant 
liaison with all departments of the 
agency and with media and sup- 
pliers. The growing use of color has 
made this liaison imperative. 

“This agency continues its long 
established policy with many of its 
clients of entering to a degree in the 
field of collateral advertising. We 
do this in order to secure coordi- 
nated effort of advertising, mer- 
chandising, sales promotion and 
public relations. The production of 
collateral material greatly increases 
the responsibilities of our produc- 
tion department.” 

WALTHER BUCHEN 

President, The Buchen Company, 

Chicago 


>» These comments by leaders in the 
agency business, from all parts of 
the country, indicate that there is 
no doubt at all about the impor- 
tance of production in agency oper- 
ations. Nor is there any question 
about the greater stature and tech- 
nical authority of the people who 
perform this production function. 

As advertising continues to grow 
in our expanding economy, the 
work performed in production, from 
the standpoint of controlling costs 
and raising standards of economy 
will become increasingly impor- 
tant. 
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\ SILLY, ISN’T IT, TO TAKE 
A NEEDLESS RISK? 


Taking risks, with little or nothing to gain, only complicates the con- 
tinual fight Advertising Agency PM’s have with the clock and the 
calendar—particularly when PM’s have assignments calling for roto- 
gravure preparation. All they need do to minimize or eliminate taking 
chances is to rely on the specialized service they can expect from 
INTERNATIONAL COLOR GRAVURE and SUPERTONE...The preparation 
of color positives that will reproduce with fidelity is the specialty of 
INTERNATIONAL... For the best possible service in monotone gravure, 
it’s SUPERTONE...Each maintains an unmatched reputation for offer- 


ing the accuracy and dependability needed in gravure preparation. 


ROTOGRAVURE ENGRAVERS 


le te ‘ SPECIALIZING IN COLOR 
39 West 60th St. S| 
NEW YORK 23, N.Y. MC. 


Phone: Circle 5-8750 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7341 


480 Lexington Ave, 
SUPERTONE, INC. ‘« york 17, n.¥. 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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| Look Whos Selling SPINACH! 


Here’s the background of a program which is bringing 
new life to the produce field, long one of the 
most backward in advertising and promotion. 


If you were to single out any 
segment of the promotion-minded 
food field as running contrary to the 
basic pattern, the odds-on favorite 
would be the produce packers. Like 
Rip Van Winkle, the produce peo- 
ple have long been snoozing when 
it comes to anything bordering on 
active promotion. 

But a guy with a reputation for 
doing the impossible is busy trying 
to change the situation. The hero 
of this story is none other than the 
invincible seaman Popeye. 

This salty sailor is running true 
to form, too. Not one to do things 
in an “easy way out” fashion, he 
has called up a whole arsenal of 
promotional weapons to promote, 
what else — spinach! The program 
starts with special packaging, then 
moves right down the line to in- 
clude premiums, television, special 
in-store promotions and other big 
guns. 


>» Actually, the whole promotion 
program has been developed by 
Lassiter, the Charlotte, N. C., 
package specialist. For over two 
years, Lassiter has been licensed by 
King Features to use the Popeye 
label on produce packages (other 
items besides spinach also carry the 
label), but the major promotion 
program is only a few months old. 


The main spark for the special 
push was provided by the release 
of MGM’s library of Popeye car- 
toons for use on tv. The spinach- 
eating sailor became an immediate 
hit in the new medium, providing 
a plus value for Lassiter’s Popeye 
packages — and suggesting some 
natural promotion opportunities. 

In spite of this, however, Lassiter 
faced a tough job. The produce 
field presents a tough nut to crack 
when it comes to setting up a major 
promotion program. Among the ob- 
stacles: 


@ Produce packers are seldom pro- 
motion minded. As a whole, they 
represent one of the most back- 
ward groups in the entire country 
from this standpoint. 


e The produce industry is com- 
posed of many independent packers, 
who, because of the nature of their 
products, operate on a local basis. 


e Prices can’t be upped to compen- 
sate for the cost of developing a 
brand name item - essentially 
everyone charges the same price 
for the same quality produce. 


e Traditionally, there have been 
few brands in the produce field. 


> But Lassiter decided to complete- 


ly break with tradition and go all- 
out with its Popeye promotion. The 
starting point was the package — 
Lassiter’s main interest. Center of 
attraction, of course, is a_ three- 
color drawing of Popeye—red, yel- 
low and white on clear cellophane. 

Next came a self-liquidating pre- 
mium. First thinking was directed 
at kids’ items. “But,” Lassiter asked 
itself, “how many kids will push 
mama into buying spinach?” 

As audience figures began com- 
ing in, Lassiter was pleased to find 
that the popular Popeye cartoons 
were actually attracting a substan- 
tial adult audience depending, 
however, upon the format of the 
tv show into which the cartoons 
were integrated. 


>’ The end result was that a two- 
piece set of copperware was se- 
lected. It consisted of a matching 
fry pan and sauce pan set, with 
a special hanging rack. Each of the 
pans is a $2.50 retail item and the 
hanging rack lists at 75c. Each was 
made available for one Popeye pic- 
ture from a package of spinach and 
$1 (the self-liquidating price). The 
rack was offered at 25c and a pic- 
ture — the entire set for two Pop- 
eye pictures and $2.25. 


The cookware is a product of the 
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Personal Appearances (top) . . . Harry 
Welch, the voice of Popeye, draws 
crowds and boosts sale of spinach. 


Adult Premium (left center) . . . Set of 
pans, offered on back of package, gives 
inducement to grown-ups to back up 
Popeye appeal to kids. 


Business Paper Ad (right center) . . . tied 
in with tv cartoon series, made grocers 
aware of promotion. 


Novel Package (bottom) . . . Packed 
locally, brand has advantage of national 
label and national promotion, unique in 
the produce field. 


Spartan Co., Minneapolis, and the 
premium deal was arranged through 
E. G. Bentley Co. New York. Ad- 
vertising Distributors of America 
is handling the mechanics. 

To get further mileage from the 
premium promotion, a “bounce- 
back” offer is made with all pre- 


6 mium mailings, offering additional 
a s,} cookware at self-liquidating prices 
and Popeye spinach labels. 
T V The initial premium offer is made 


IN YOUR AREA on the back of the spinach pack- 
age. An additional package bonus 


increase Produce Saies Through Lassiter's comes in the form of recipes —— @fe- 
POPEYE PRODUCE PACKAGING PROGRAM other innovation in produce pack- 


POrSYe TY SHOW OUT #ATEE 444 ComPETITION: 


an aeain aging. 


> While recognizing that the Pop- 

eye label alone constitutes an ef- 

fective tv tie-in, Lassiter is encour- 

aging local packers to buy spots be- 

fore, during or after Popeye tv 

shows. Scripts are made available 

Adult Premium .. . to all packers using the Popeye 
label. 

Another effective promotion tie- 
in is personal in-store appearances 
by Harry Foster Welch, the original 
voice of Popeye in the cartoons. 
Complete in a Popeye get-up, 
Welch is a sure-fire crowd puller 
and, of course, a natural spokes- 
man for spinach. 

Thus, Popeye is really being put 
to work to sell his favorite vegeta- 
ble. But there is still one big prob- 
lem to overcome. As any Popeye 
fan knows, the salty sea character 
eats his spinach out of a can. But 
Lassiter is not one to let a rival 
form of packaging get such a break. 
The company has already submitted 
renderings of Popeye eating his 
spinach out of the bags carrying his 
likeness, and hopes that the artists 
involved will appreciate the fact 
that there has been a revolution in 
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BRIGHT IDEA FOR SPARKING SALES 


Immediate attention. Eye appeal. Distinctiveness. Those are 
some of the advantages you get when your sales message is 
printed on gleaming foil. Next time you want your selling story 
exceptionally outstanding, consider foil lithography for your 
brochures, labels, packages, publication inserts, point-of-pur- 
chase displays, annual reports and other important printed ma- 
terial. Foil lithography is readily adaptable to process, line and 
halftone reproduction. Our experience and know-how in foil 
lithography can help save you time and money . . . help assure 
you a top quality, sales sparkling job. 


ADVANCE LITHOGRAPHING COMPANY 


133 North Jefferson © Chicago, Ill. © Phone: RAndolph 6-6345 





-..s++-f) SPEED 
QUALITY 


FLEXIBILITY 


FOR OFFSET AND GRAVURE OR ENGRAVING 


Pioneer 


ECONOMY 


Unless you have to have actual type for printing, you ought to know 
all about FOTOSETTER®— combining the speed of the fastest 
machine composition with a photographic image of your typography. 


Fotosetter eliminates the handling of tons of machine composi- 
tion metal, provides you with film ready for direct plate making, or 
velox prints to incorporate with your art work. Saves lock-up and 
proofing. Delivers type in positive or negative, normal or backward 
reading — to meet the needs of all offset or gravure and engraving 
methods of reproduction. 


Fotosetter offers perfected spacing, kerning of italics and capitals 
impossible with metal type. Fotosetter composition as provided by 
Pioneer offers quality resulting from six years of experience. 


Write or phone for detailed information and type faces available. 


Photo Composition 
133 NORTH JEFFERSON © CHICAGO 6, ILLINOIS ¢ STATE 2-5579 





What’ll You Have? 


Packaging Possibilities 
Described in Literature 


Since even a small venture into 
the packaging and labeling field re- 
veals such a variety of possibilities, 
the novice is quite apt to leave it 
to experts feeling the field is too 
“many-splendored” for him to ever 
understand it. 

However, with the field growing 
more popular all the time, because 
of the increased trend in self-serv- 
ice, packages are beginning to 
compete with each other as never 
before. The result of the increased 
competition means, of course, that 
when choosing a package, no possi- 
bility can be overlooked nor can 
personal knowledge be under-rated. 

The following literature describes 
a variety of packaging and labeling 
devices or methods, and each has 
been designed to fulfill a special 
need in the field. 


Spectro-Chrome’s 
Flexible Spirals 


An extruded 
plastic with a 
metallic appear- 
ance is available in flexible spirals 
or straight lengths from Schwab 
Plastics Corp., Detroit. 

Suggested applications of Spec- 
tro-Chrome include glamor handles, 
package bindings plus color-coordi- 
nated cords for appliances. 

Completely insulated by its plas- 
tic cover, Spectro-Chrome’s elec- 
trical conductivity in straight ex- 
trusions offers many application 
possibilities in the electrical fields. 

It is available in gold, brass, sil- 
ver, chrome and anodized aluminum 
colors. Round spirals of the mate- 
rial can be obtained from 1%” to any 
practical diameter, while the square 
and rectangular spirals are offered 
in varying dimensions. The straight 
lengths can be ordered to meet 
specific needs. 

Additional details are available. 


. .» for more details circle 320, page 97 


Aluminum A liberal sam- 
Nameplates pling and_ spe- 
cific details on 
“Thinplates,’ are offered in a new 
six-page brochure from Park 
Nameplate Co., Flushing, N. Y. 
Entitled, How Anodized Alumi- 
num This Thin, the booklet gives 
information on mounting the flexi- 
ble nameplates and describes in de- 
tail the wide versatility of applica- 
tions possible. 


. - . for more details circle 321, page 97 
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Outserts The story of 
And You Outserts and 

how they can be 
used as sales-builders is the sub- 


Typographers, too, appreciate the 


exceptional quality and service of the 
Warwick craftsmen. 


‘Enclosed are the customer's proofs... with 


very few corrections or changes. Nice job! 
Thanks for your fine service.” 


From an Ohio typesetting company 


Yes, it’s a fact. Not only do advertisers, 
agencies, publishers and printers all over the 
country appreciate Warwick service, but 
typographers, too. 


Why? One big reason is Warwick Photo- 
type—the new process of setting type directly 
on film paper. It gives you sharper characters, 
better spacing and clearer impressions. And, 
no smudging or smearing. Cost? Warwick 
Phototype never costs more than a job set 
the conventional way. And, more often than 
not, it actually costs less. 

Phone, write or wire for samples and the 
complete Phototype story. 


- TYPOGRAPHERS, INC. 


920 WASHINGTON AVENUE ° ST. LOUIS 1, MISSOURI 


MSERVING CLIENTS IN 40 STATES, CANADA, MEXICO AND CUBA 


TTT Want to improve your tags? 


CHECK LIST Use this free check list to help you improve your point of 
purchase tags. Hints on: design, copy, type, color, etc 
Based on over 60 years of experience in designing and pro- 
Meira ducing hard-selling tags. Simply cut this coupon and send. 


2) aes 


TAGS Name 


a 


Address 


re 
THE NATIONAL TAG CO., 337 S. Patterson Bivd., Dayton 1, Ohio 
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Cy mT 
equals years 
MMC ls 


Scrape a coin briskly over your prod- 
uct’s name plate or decal. Chances 
CT MLM a eels Male Lil lel mols 


tear the decal.right off. Not so with 
Metal-Cal. 


Even under extreme conditions 
of temperature and abrasion, 
Metal-Cals remain bright and easy 
to read for years. Metal-Cal, the 
original aluminum foil applique, is 
made of .003 inch aluminum, 
backed with an amazing adhesive 
requiring no screws, pins, rivets or 
heat for normal application. 


And the eye appeal of Metal-Cal’s 
shiny or matte aluminum finish plus 
a choice of deep, rich colors... 
anodized, dyed and etched right 
into the metal, is a real sales tool 
in itself. 


Try the coin test today. See if your 
present label measures up to the 
permanent, long wearing beauty of 
a low cost Metal-Cal. 








METAL-CAL Dept. 
Manufactured by C&H Supply Co. 
415 E. Beach Ave., Inglewood 3, Calif. 

1 am interested in Metal-Cals 
Se 

I, ccciiinaninenninimiae 
EEE ssid 
Lo 


ject of a lively, pocket-size booklet 
from Eureka Specialty Printing Co., 
Scranton, Pa. 

Describing “outserts” specifically 
as sealed folders labeled to the out- 
side of a container, the booklet gives 


three ways this method can help 
build sales. 


1. Uses and recipes 
2. Premium and contest promotions 


3. Cross advertising for the whole 
company line 


Other sections of the booklet de- 
scribe bonus advantages of Outserts, 
and application methods. 
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Crystal-Clear A 


catalog de- 
Diamond Boxes 


scribing a large 
variety of rigid, 


hinged plastic boxes is available 
from Diamond Plastic Box, Roa- 


noke, Va. 

All boxes are made of clear plas- 
tic, enabling product protection and 
consumer inspection at one and the 
same time. Plus advantages include 
easy display of multiple items, and 
sales appeal because of the high 
home re-use of this type of con- 
tainer. 

The boxes are available in a wide 
range of stock sizes and colors, but 
can also be obtained in special de- 
signs to fit the particular product 
needs. 

In addition to the catalog, the 
company offers price lists and sam- 
ple boxes. 


- . » for more details circle 323, page 97 


Plastic Packaging 
Methods Folder 


A highly = in- 
formative and 
completely fact- 
ual booklet from Washington Steel 
Products Inc., Tacoma, Wash., delves 
into many hard-to-find specifics 
concerning plastic packaging. 

In addition to discussing the ad- 
vantages to be gained by packaging 
the product in plastic, the booklet 
gives a detailed description of the 
methods used in the most popular 
plastic packaging systems, the ma- 
chinery involved, the right mate- 
rials, and their properties, plus some 
of the costs and technical problems 
involved. 

Diagram illustrations are used 
throughout the booklet, and the 
back page contains a list of pack- 
aging material sources. 


. « « for more details circle 324, page 97 


Printed Tape 
For Labeling 


Consecutively - 
printed, pres- 
sure - sensitive 
labeling tape is described in an il- 
lustrated folder from York Tape 
Printers Inc., York, Pa. 

The York tape is available in 
widths from 1%” to 4” and the 
length of the labels is unlimited. A 
variety of materials, colors and de- 
signs can be obtained plus perfora- 
tions for faster dispensing. 

The consecutively-numbered tape 
can be furnished with any desired 
numbering sequence to include pre- 
fix, suffix, or any other pertinent 
copy. 
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Six Reasons Why Buyers Choose Packages 


When a woman goes out shopping, she has very definite ideas about 
what constitutes a sound package, even though she may not admit it to 


herself. 


A recent study conducted for the Paraffined Carton Research 


Council by the Institute for Motivational Research points out that package 


selection allows the consumer a 


chance to express her own image of 


herself. There are six criteria, the study found, that are important in 


package selection: 


@ Status: The package must help the buyer achieve her desire for higher 


status. 


@ Convenience: The package cannot be too bulky or heavy, yet must hold 
enough of the product to satisfy the consumer’s needs. 


@ Adaptability: The package must fit easily into freezer, cupboard or 


drawer. 


@ Security: The package must give the consumer a personal satisfaction 
that the product inside is of desired quality. 


@ Dependability: 
manufacturer can be relied upon. 


The package should create the impression that the 


® Aesthetic satisfaction: The total impact of the package must be visually 


appealing. 


A full report on the study, entitled The Man in the Package, is being 


released by the Council. 








A Guide to Set-Up Boxes 


MEASUREMENTS 


In standard practice all measurements are given 
in the following order: 

(1) length (2) width (3) depth. 

All paper box measurements should be based 
on inside dimensions (score measure) only. Mea- 
surements of the base normally control the di- 
mensions of the lid. 


PAPERBOARD ‘‘BASIS’’ AND ‘‘FINISH’”’ 


Board used in boxmaking is bought by the ton. 
However, the number of standard size (26 x 38) 
sheets of board per ton can vary tremendously. 

To make a fair comparison of quoted box prices 
the buyer should know both the “basis” and 
“finish” of the board. 

The “basis” is the number of sheets in size 
26x38 (988 sq. inches) to a standard bundle 
weighing 50 lbs. In normal supply, board mills 
furnish 35 to 120 “basis” board. It is readily seen 
that 35 basis (or 35 sheets per standard bundle 
26x38 weighing 50 lbs.) is far heavier per sheet 
(50/35 or 1.74 lbs/sheets) than 120 basis board 
(50/120 or 0.42 lbs/sheet). 

But knowing “basis” only is not sufficient in- 
formation. One must also know the “finish.” For 
example, a standard sheet of 50 basis board 
weighs 1 lb. but it can be caliper 0.036” to 0.052” 
depending upon finish. A 1 lb. sheet compressed to 
0.036” thickness is of course stronger and 
smoother than a sheet 0.052” thick. 

“Finish” then is the smoothness of the board 
regulated by the pressure exerted on the calen- 
ders under which board passes. Varying pressure 
determines density and finish of the sheet. 

Four standard finishes designated by numbers 
1 to 4 are as follows: 

1 Rough dry —Low density, rough sur- 
face. Results in the greatest number of 
sheets for its weight. 

2 Medium Water —Popular for 
printing and general utility. 

3 Smooth Water —Used where better print- 
ing surface is required. 

4 Very Smooth —Slick surface, firmly 
compacted fibre. Yields fewest number of 
sheets per 50 lb. bundle. 

By knowing “basis” and “finish” of a given box- 
board you will have the facts necessary for com- 
parative evaluation. 


PAPERBOARD GRADES 


In order of cost the most used set-up boxboard 
grades follow: 


ordinary 


What the adman needs to know about set- 
up boxes, as adapted from a circular issued 
by the Natl. Paper Box Manufacturers Assn. 


1. Plain chipboard. . . This is the least expensive. 
Made of pulped unsorted mixed paper, it varies in 
color, is apt to have spots caused by foreign mat- 
ter, and is mostly used where appearance is not a 
prime factor. 

2. Single news vat lined chipboard. . . Basically 
the same as above, except that one outside ply is 
made of pulped sorted newspapers so one side of 
sheet has a more uniformly gray color, free of 
spots. 

3. Filled news board. . . The middle plies are of 
the same pulp as used in Chipboard, but both out- 
side plies are made of clean pulped newspapers, 
thus producing a sheet of a uniformly clean gray 
color on both sides. If works somewhat better 
than the above grades, makes a box with straight- 
er sides and usually is a smoother finish. 

4. Solid news board. . . A sheet made only of 
pulped, cleanly sorted newspapers. It has a uni- 
formly gray color throughout, is firm and rigid, 
takes the best finish and has a consistent uni- 
formity. 

5. Single white (wood) vat lined chip board. . . 
One outside ply made of clean white bleached 
wood pulp gives a whiter and cleaner inside to 
box after it is formed than any of above grades. 
6. Patent coated news board. . . With one outside 
ply made of selected bleached pulp and the body 
of selected pulped newspaper, this is a very clean, 
white sheet and is used where quality and ap- 
pearance really count. 

7. Colored vat lined boards . . . formed as the 
foregoing, are often produced for special uses 
where a particular color inside the box is needed 
or desired. 

8. Sheet lined board. Where finest quality, 
rigidity and straight sided boxes are needed, lin- 
ings of news or book papers are subsequently ap- 
plied to the board. For “fancy lined” boxes, paper 
of various colors and finishes, from plain glazes to 
fancy embossed foils, can also be applied, thus 
making the box the finest setting for the product 
it is to contain. 


ADHESIVES 


The most common adhesives used in the set-up 
box field are derived from starches, dextrines, 
sugars, fish and animal hides and bones. 

Good adhesives are essential to good machine 
performance and the finished box. 


PAPERS 


The various types and qualities of papers avail- 
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Set-Up Boxes 


able today for box coverings are vast in scope. 
It is impossible to attempt a complete description 
here, so we shall describe only those most com- 
monly used. 

Box wraps or labels are printed, lithographed, 
or otherwise decorated with applied design on 60 
to 70 lb. number 1 white litho paper basis size 
25x38 per ream of 500 sheets. 

Other box covering papers range from uncoated 
colored books, krafts, foils, cheviots, machine cal- 
endered plates, glazes, micas and flints, to the 
more recent types of resin and lacquer spray 
coated sheets. Most of these can be obtained in an 
endless variety of beautiful colors and embossings, 
plus overprints in one or more complimentary 
colors. 

Uncoated papers usually weigh 20 to 22 lbs. per 
ream, basis size 20/26. Good glazed and flint 
coated papers are made from special formulated 
28 lb. book stock with approximately 6 lbs. of 
coating added, making a finished sheet of 34 lbs. 
per ream of 500 sheets. 

With such a wide range of basic materials avail- 
able, it is obvious that the selection of materials 
going into the making of a box, requires very 
careful consideration. 


Set-Up Box Terms 


Base ... The lower or receptacle portion of 
paper box. 


Box ...A complete paper box, with base and lid. 


Bundling . . . Wrapping several finished boxes 
in paper, for shipment or storage. 


Closing . . . Placing lids on bases. 


Dividers . . . Loose strips of paper or boxboard 
used to separate commodities placed side by side. 


Dutch top ... Lid in which padded top is slightly 
less in length and width than lid, which is set-up 


with shell. 


Easels . . . Supports attached to box to sustain 
same in upright position for display purposes. 


Flap lid ... Lid having no sides or ends and 
hinged to base. 


French lid . . . Lid with extension edge and with 
sides and ends of lesser height than sides and ends 
of base, and fitting outside of sides and ends of 
base. 


Hinge ... Strip of cloth, or paper used to hinge 
parts of box to each other. 


Label... A plain or printed piece of paper at- 
tached to box or any part thereof and distinct 
from top or bottom paper. 


Lid . . . The upper or covering portion of a paper 
box. 


Lid support... Tape or ribbon to hold hinge lid 
in position when box is open. 


Lifts . . . Pieces of ribbon, cloth, tape or paper 
attached to trays for convenience in removing 
from base. 


Loose wrapping... Process of covering lid with 
paper on wrapping machine or by hand, wrappers 
being in one piece, with adhesive at edges only. 


Neck ... A shell inserted in base of shoulder 
box, attached by adhesive, and extending above 
the base into the lid when box is closed. 


Nesting . . . Placing boxes of varying sizes, one 
within another. 


Padded top... Extra top, covered with paper or 
cloth and having one or more layers of wadding or 
other padding material, and attached to top of lid. 


Papers ... The following is a list of papers com- 
monly used in the manufacture of set-up paper 
boxes: News, Book, Label, Manila, Kraft, Friction 
Glazed, Flint Glazed, Brush Finish, Embossed, 
Printed, Florals and Fancy. 


Partitions, Loose .. . Slotted pieces of boxboard 
fitted together to form a series of compartments, 
and placed in base without being attached thereto. 


Partitions, Solid . . . Any construction of box- 
board or material attached to interior of base and 
forming sub-divisions therein. 


Pulls . . . Metal handles or pieces of tape or rib- 
bon attached to base of shelf or file boxes for con- 
venience in removing from shelves. 


Scoring ... Making knife cut on boxboard (score 
marks) for purpose of forming bending line: 
feeding sheets of boxboard through scorer. 


Set-up paper box... A paper box of rigid con- 
struction formed or “set-up,” ready for use, as 
distinguished from a folding carton or shipping 
container. 


Shoulder box... Box having glued neck so in- 
serted that ends and sides of base form shoulder 
upon which lid rests. 


Slide box . . . Box in which lid is in shell form 
and into which base is inserted at side or end. 


Stay ... Materials used for reinforcing corners of 
base, lid or tray. This may be paper stay, cloth 
stay, combination stay (combination of cloth and 
paper), wire stay, or metal stay. 


Telescope box ... A box in which the sides and 
ends of lid are cut the same width as the sides and 
ends of base and lid fits over base (when less or 
more than that, lid depth should be stated). 


Thumbhole ... A semi-circular or triangular cut 
made in sides or ends to facilitate removal of lid 
from base, or contents from base. 


Tight wrapping... Process of covering base, lid 
or tray with paper on wrapping machine, or by 
hand, wraps being in one piece and having entire 
surface covered with adhesive. 


Tray ... A receptacle for which no lid is made. 


Trim ... Paper or cloth used to strengthen or 
form decorative covering for the edges of base, lid 
or extension edges. 





Foil can add brilliance and sparkle to your 
advertising pieces, but it is too expensive to 
use without getting its full benefits. 


By Robert B. Konikow 
AR Managing Editor 


Foil is steadily marching on! Not 
spectacularly, perhaps, but regular- 
ly and consistently. This is the con- 
clusion derived from a good look 
at the technique, and what has 
been happening to printing on foil 
since AR’s last report in November 
1955. 

In no single sector has there been 
great progress, but rather, advances 
have been made at every step, from 
the making of the original foil to 
the printing processes themselves. 
Today, there are fewer limitations 
than ever before for the adman who 
feels the need of turning to alumi- 
num foil to give his advertising that 
extra brilliance of which this mate- 
rial is capable. 


> Almost every field of advertising 
has felt the impact of foil, and ex- 
amples can be found of actual prac- 
tice. 


© Packaging . . This is the most 
important use of foil, for here the 
physical properties of the material 
are called into play, in addition to 
its decorative qualities. Foil, as a 
simple wrapper, has long been used 
for candy bars, cigarets, butter and 
similar products. Recently a pack- 
ing bag, for chemicals, has been 
introduced of foil laminated to 
heavy Kraft, with the foil acting as 
the liner. Here, of course, the chem- 
ical properties of the foil are de- 
sirable, but it cannot be used for 
display purposes. But dried fruits, 


cookies, and other perishable prod- 
ucts are being wrapped in printed 
foil, and soap has recently been 
added to the list! 


e Labeling . . Foil is used to give 
a feeling of luxury to fine products. 
Strongest addition to the users of 
labels are the brewing and soap in- 
dustries. The production of beer 
labels, primarily by gravure or 
flexography, has presented no great 
problem, nor has the use of embos- 
sing for a greater richness in ap- 
pearance. The hurdle has been an 
adhesive which will hold the label 
firmly to the bottle during shipment 
and wet-cooling, but which can be 
easily removed before refilling. 


@ Point-of-purchase .. This is a 
relatively new application of foil. 


Presentation Piece .. . 
Four color and 

white on aluminum 
foil, this portrait of a 
plane gives illusion 
of depth 


Reynolds, in promoting its do-it- 
yourself products, has found posters 
and window streamers printed on 
its foil a natural. Scripto, for its 
Satellite ball pen, has used a self- 
standing counter card in which 
aluminum, mounted on cardboard, 
has been overprinted in a transpar- 
ent blue, with only a touch of the 
silver metal showing through. 

One help to the planning of p.o.p. 
displays is the recent availability 
of the foil in rolls wider than ever. 
Widths up to 54” can now be ob- 
tained, and as a result, larger dis- 
play pieces can be planned. Typi- 
cal is the giant replica of a Sun- 
sweet prune box, standing 30” high, 
and used for jumble displays. While 
the original box was prepared by 
gravure, this replica takes advan- 
tage of the shorter runs that are 
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PROCESS PLATES 


at moderate prices? 


Call on G. R. Grubb & Co., a family 
organization of real craftsmen. Because of 
non-metropolitan location, costs are remark- 
ably low. Complete service in all types of 
engravings with union label. Complete color 
department... including color photography, 
color separation and color correction. Fully 
staffed to provide art and retouching. Now 
in 48th year of service to agencies, printers, 
publishers and institutions. Careful attention 
to all orders... personally or by mail. Quick 
delivery by rail, bus or air. 


G. R. GRUBB & CO. 


ARTISTS AND ENGRAVERS 
CHAMPAIGN, ILLINOIS 


4.-color process 


100,000 . ‘2.89 m 
250,000 . ‘2.31 m 
300,000 . ‘2.12m 


3.1/2” x 5 1/2", lithographed 4-color pro- 
cess, two sides, 70# number one coated. 
Prices based on copy ready for camera. 
Original plates additional. 


A proven way 
to build sales! 


Merchandise your products with 
full color “stuffers.” 

No need for large inventory. 
Frequent Colorform combination 
press runs can supply your needs 
as required. 

Write today on your business 
letterhead for more information 
and free Colorform Booklet de- 
scribing our exclusive process. 

Dept. AR- 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 2030 E. 7th NewYork, 23 E. 26th St 
Baltimore, 1600 S. Clinton 
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Aluminum 


; Form 


Insert . . . This Alcoa ad covers the foil 


almost completely with opaque ink. 


feasible with the development of 
lithography on foil. 


e Imserts . . Again, the major 
users of foil inserts have been the 
aluminum producers. Alcoa has had 
a series of institutional ads, Kaiser 
one on specific end uses of the prod- 
uct. Reynolds has been promoting 
the use of aluminum in automobile 
manufacturing with a_ series of 
handsome ads in that industry’s 
publications. But other advertisers 
have used foil, either to attract at- 
tention by being different, such as 
an insert in El Automovil Ameri- 
cano for Utility Products Co., Fort 
Wayne, Ind., or to tie in with the 
ad theme, as a recent insert for Life 
Savers. 


e Covers .. Only occasional use 
has been made of foil for this pur- 
pose, especially in the periodical 
field. Its use for special brochures 
has been more common. Kaiser 
Aluminum News (See AR, Novem- 
ber 1955) was somewhat of a tour 
de force which has not been fol- 
lowed very widely. Louisville, pub- 
lished by that city’s Chamber of 
Commerce, used a foil cover in what 
it claims was a first for local-cir- 
culation business magazines. Pub- 
lished about a year ago, the cover 
was designed by Dow Sanders, Zim- 
mer-McClaskey Advertising, and 
printed by Courier-Journal Litho- 
graphing Co. on Cochran Foil Co.’s 
stock. 


e Couponing . . Still a compara- 
tive newcomer, the use of foil im- 
parts an air of the unusual and lux- 
urious. It was a natural for a recent 
distribution of Lever Bros., follow- 
ing upon their use of foil wrappers 
for Lux Soap, to print a series of 
coupons for an occupant mailing for 
their products. 


® Miscellaneous uses. . Foil has 
been used in various ways to call 
attention to the functional use of 
aluminum in the product itself. For 
example, Lone Star Boats, whose 
hulls are of aluminum, uses a de- 
scriptive folder of aluminum-faced 
card stock. The cover says “Lone 
Star Boats — maintenance-free 
with ‘lifetime aluminum’,” while the 
inside spread outlines the advan- 
tages of building boats with alu- 
minum. 

Peerless Mfg. Co., makers of mo- 
bile homes, have used foil for im- 
pressive invitations to visit their ex- 
hibits at national shows. 

A 16x24” foil-printed portrait of 
the Convair 880 jet airliner was 
used as a presentation to airline ex- 
ecutives, while 20,000 smaller 8x10” 
copies were given wider distribu- 
tion. Printed by Kaiser Graphic 
Arts, it used opaque and _ trans- 
parent inks to achieve its dimen- 
sional effect. Transparent yellow 
printed over the gaps in the opaque 
white gave the outline of the map a 
rich gold appearance, while the 
plane itself used blue and red trans- 
parent inks in addition to the 
yellow, plus black. 


> In order to see how improvements 
in production and printing have 
made these advances possible, let’s 
go back a little and follow the steps 
from the raw metal to the finished 
product, and see how advances in 
each stage has opened new fields to 
the adman. 


e The first stage is the rolling of 
the foil from the ingots of metal. In 
order to do this, the surfaces of the 
metal, as it is rolled thinner, must 
be constantly lubricated. This leaves 
the foil with a thin coating of oil 
which prevents proper adhesion of 
ink to the smooth surface of the 
metal. New oils have been de- 
veloped especially for rolling foil. 


Spry 


De a et ALE 


. . One of 
a series which 
used foil to 
emphasize quality. 


Coupon . 


test it yourself 
save 8¢ with this coupon 
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plastic binding! 
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ing Cummins Plastic 
Material, Plastic 
Binding and Plastic 
Binding Equipment. 
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* SEMI-AUTOMATIC SPEED BINDER 


Colorful Cummins Plastic invites readership, commands 
attention, helps sell sales material, reports and presenta- 
tions. Pages turn easily, lie flat, are easier to read and 
have that professionally-bound appearance. Designed 
for operation by anyone without specialtraining, Cummins 
precision plastic binding and punching equipment is 
easy to set and perfectly safe, always ready for binding SEMI-AUTOMATIC SPEED BINDER DESK-A-LECTRIC PUNCH 


7 : . ‘ . : Fast, effortless binding made pos- Hand punching bottlenecks elimi- 
when you need it. Plastic Binding Material by Cummins sible with exclusive automatic re- nated, entire plastic binding process 
is available in ten smart colors and in popular ring cen- lease, convenient plastic material  quickened with a fraction of the effort. 


. i i ing. t ti f anc aranteed. 
ters and diameters. Make sure your booklets...one, ten fe tray, quick dial setting ee ee eee 
orathousand...are ready when you need them. They're 


bound to be accepted because they're bound to sell IN BUSINESS AND BANKS @ SINCE 1887 
with Cummins! 


Cummins is the nation’s leader in paper punching ITT TLS has 


equipment, and has been for more than 70 years. 
Cummins-Chicago Corporation 


4740 N. Ravenswood Ave. Chicago 40, Ill. 
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Want Information? News? 


Burrelle’s will supply clippings 
from daily and weekly newspa- 
pers — national, sectional or local 
— magazines, trade-papers, 
promptly. 


Est. 1888 


PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 


WHO? 


... who else but Kileen offers 
you under one roof complete 
art, lettering, photography 
processing services for all your 
clients’ TV spots, slides, visual 
sales and training films. Priced 
right—no goofs — unbelievable 
delivery ! 
FREE Kileen “Kutie of the 
Month”’ plus “‘Foto-Facts” from 
mid-America’s fastest moving... 


kileen studios 
235 East Orchard Dept. 204 
Decatur, Illinois 


INVISIBLE INK 


The Secret-Message Post Card 
DIP IN WATER AND MESSAGE APPEARS 


The newest, most effective sales promotion 
device ever conceived! You must try this 
powerful sales-compelling Secret-Message 
post card in your next promotion. Has the 
element of mystery, suspense and surprise! 
Can be used for Games, Quizzes, Pre- 
miums. Ideal for Election campaigns. 
Samples and Price List on request 


WECK PROCESS CO. 
42 East 2Ist ST. NEW YORK 10, N.Y. 


iF YOU SPECIFY TYPE 
Let us prove how the 
WORLD’S HANDIEST TYPE BOOK 
can save you 40 minutes a day 

We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use 

This is the eighth edition. Send postal today. 
F. 4. Bartz, 112-114 W. Kinzie St., Chicago 10, ill. 


Permanent type tough “Vinyl” 
applied {n seconds without water. Saves labor; no 
curling in storage. MADE TO YOUR SPECIFI- 
CATIONS.. jean num our trademark. 
Send now for FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. , P.0.Bex 948, Wichital Kansas 
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= What's Happening to 
= Magnesium? 


® Magnesium plates are rapidly achiev- 


Sing universal acceptance. In the Sep- 
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sr issue, AR’s editors will present 
progress report on the status of 


magnesium plates today. 
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These oils vaporize completely when 
the foil is passed through the an- 
nealing ovens, leaving a clean sur- 
face, both for printing and for ad- 
hesion to the backing sheet. 

In addition, the raw metal has 
been made more uniform, as has the 
foil itself, through the increased 
precision of rolling machinery and 
skills. 

Concomitant with the improve- 
ment in rolling has come the pre- 
viously mentioned increase in the 
width in which foil is available. 
Converters have followed along, and 
have increased the capacity of their 
laminating machines to handle the 
wider foil. 


e The converters are next in line on 
the production process. They take 
the foil and laminate it to packing, 
which today can vary all the way 
from eight pound tissue to sheets of 
stiff corrugated board. 

The compounds used to hold the 
foil to the paper stock have im- 
proved. A water soluble adhesive, 
while useful for some purposes, and 
which gives a good clean job, cannot 
be relied upon for holding up during 
printing, especially with offset li- 
thography. New adhesives, however, 
stand up well, and are better in 
preventing cracking or tearing when 
the laminate is folded or bent. 

The development of vinyl and ni- 
trocellulose coatings for the visible 
surface of the foil has made it easier 
for the printer. The new coatings 
are more receptive to ink, as well 
as increasing the resistance to ab- 
rasion. According to Donald Pin- 
gree, Kaiser Graphic Arts, a proper- 
ly treated foil surface is little differ- 
ent from a high surface paper, since 
in both cases the printer is working 
on a lacquer base. 


souvenir program 


Program Cover . Half-tone of horse 
stands out against brilliant gold foil 
background. 


Restrained Use . A foil border and 
touches of foil in the water makes effec- 
tive use of material in magazine insert. 


® Printing, too, has made advances 
all along the line. Rotogravure has 
been the dominant technique in 
placing ink on foil. Its ability to use 
multi-color presses, with heat-dry- 
ing sections, has made it especially 
effective with foil, where drying is 
almost completely through evapora- 
tion rather than absorption. How- 
ever, roto is uneconomical except 
for long runs, and has thus been 
used mostly for labels. 

Flexography, with rubber plates 
and fast-drying aniline inks, fills 
somewhat the same role as roto, but 
shorter runs are feasible. 

Greatest advances, however, have 
been made in both letterpress and 
lithography. Inks and _ techniques 
have been improved. One of the 
most serious problems — offsetting 
— is being licked. At a special test 
at the Rochester Institute of Tech- 
nology on an eight-color web offset 
press, it was found possible to run 
as high as 7,500 impressions per 
hour. According to a report of this 
test, presented by P. T. Pope, Pope 
& Gray Inc., makers of offset inks, a 
pile of 5,000 sheets, without anti- 
offset spray, showed no sticking 
after 24 hours of stacking. 

Most printers, however, find it 
necessary to rack the sheets as they 
come off the press in order to pre- 
vent offsetting, whether using let- 
terpress or lithography. The number 
of sheets on each lift depends upon 
the weight and the amount of ink 
coverage. It has run as low as 25 to 
100 sheets per tray, but printers are 
getting as high as 1,000 or more 
sheets with safety. 

This additional handling, of 
course, increases the cost of working 
on foil, as compared with standard 
paper. One estimate, by Joseph 
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.. let Sherman Hennessey print your sales message on 


ALUMINUM FOIL 





Attention is the stuff that memory is made 
of. Lady Godiva knew itin the 11th Century 
Today's wise advertisers know it too— 
that's why so many are printing their pub- 
lication ad inserts, brochures and sales ’ 
promotion pieces on bright, eye-catching, 
memorable aluminum foil, as described 
inside. 


Sherman-Hennessey offers a complete 
service, not only in this newest field, but 
also for letterpress and offset printing— 
from creative design to binding and 
mailing. These facilities plus our experi- 
ence and reliability combine to give you 
a printing service second to none 


If you want increased attention for your 
products or services, we'll be glad to show 
you what we can do with foil printing. And 
most important—what foil printing can do 
for you. 





Label .. . For 
quality product, 
foil, overprinted 
top and bottom 
with transparent 

color, is effective. 


Hennessey, Sherman-Hennessey 
Printing Co., Chicago, one of the 
leading printers in this field, is that 
this raises labor costs on a job by 
10 to 12%. On the other hand, some 
of the same handling is required for 
papers with a high enamel finish, 
and the difference is thus less in this 
case. 


e The cost aspect is mostly reflected 
in the basic cost of stock. It is a 
little hard to make generalizations, 
since you can get foil in a wide 
range of weights on a wide range of 
backing materials. But the rule of 
thumb estimate in the trade is that 
foil stock costs two to two and a half 
times ordinary stock. Where stock is 
a small part of a job, such as for a 
brochure cover, it is not a serious 
matter, but when the stock becomes 
a major item in the total picture, 
you must make sure that the added 
impact of the brilliant surface will 
justify the additional cost. 


> In order to make sure, you must 
not only select foil because it meets 
the objectives of the advertising 
piece, whether it is an insert or a 
package or a point-of-purchase 
piece, but you should take care to 
design so as to take greatest advan- 
tage of the material itself. 

Designing on foil takes special 
care, and the art is still new enough 
so that there is no uniformly ac- 
cepted doctrine. To give one exam- 
ple of differing viewpoints, consider 
the question of how much of the foil 
to leave uncovered. Roger Madison, 
Courier-Journal Lithographing Co., 
writes, “Don’t cover the entire foil 
piece with opaque ink.” In contrast, 
Milt Pierson, Flair Studios, writes, 
“To become a thing of beauty as an 
advertising piece, foil needs the ap- 
plication of color to a large degree 
over much of its surface.” 

While these positions are not di- 
rectly contradictory, there is con- 
siderable divergence of opinion. It 
is partly a matter of taste, partly a 
matter of object, and partly just 
plain preference. To go into this a 
little further, AR has asked Mr. 
Pierson to expand his views (see 


MAX AMS CO., 


“Designing for Foil” on page 34). 


» According to most experts in the 
field, any printer can handle foil, if 
— and this is often a big if — he 
takes enough care. The basic equip- 
ment, whether you use roto, flexog- 
raphy, letterpress, lithography or 
screen process, is practically the 
same. There are, however, knacks 
which can be learned only through 
experience. 

Every day more printers are gain- 
ing this experience. But some have 
decided to stay out of it, not to at- 
tempt to compete with the special- 
ists that are springing up. As in 
selecting any other specialist, be 
sure to look into your printer’s 
qualifications. If he has had little 
experience with foil, be sure to 
allow enough time for him to make, 
and correct, mistakes. 44 


Product Tag .. . An aluminum tag ties 
in with a product of aluminum. 


Point-of-purchase Poster . Using the 
material which it sells, this furnishes a 
graphic display piece. 


we cover 


the country 
with 


N 
THE QUALITY COLOR 
SERVICE TO THE 
TRADE FOR 


Kodak Dye Transfer 

Kodak Type C 
Color Prints Anscochrome Printon 

Kodak Flexichrome 

Kodak 3-Color Short Run Litho 
Color Transparencies 

Display Transparencies 

Duplicate Transparencies 


Color Separations for Graphic Arts 
Custom Color Film Processing 


COLOR CORPORATION 
OF AMERICA 


Sofia Building 610 S. Armenia Ave. 
PLANTS: 43 W. 61st Street, Tampa 9, Florida 
* New York 23, N.Y. Phone: 7-5358 
JUdson 2-4355 


eh 
COLOR CORPORATION OF AMERICA * 
Sofia Building, 43 W. Gist Street 
New York 23, N.Y. 


Send me your new, free 32-page Technical 
information and Price Catalogue. 


Name. 
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I'LL TELL YOU A \ vag] [act | 
SECRET IF YOU Post Card |i 


WERE 
DIP ME IN WATER 


Free Sample 
M. E. MOSS & CO. 
119-E Ann St. 
Hartford 3, Conn. 


NEW SADDLE STAPLER 
FOR DUMMY WORK 


This rugged, compact machine makes sad 
dle stapling of dummies quick and easy. 
No need to interrupt the work on your 
stitcher or to wait until it is free. 


Handles jobs of 8 to 128 pages with width 
up to 12 inches. Uses same staples as 
your B8 office stapler. Ask your stationer, 
phone your local Bostitch representative. 
or write. 


BOSTITCH 


339 Briggs Drive, East Greenwich, R.I. 
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principles for the best results in your next job. 


By Milt Pierson 
President, Flair Studios 
Chicago 


At the outset I would like to say 
that one of the most important sug- 
gestions I might offer to any artist 
who is making his initial experi- 
ments in designing for foil printing, 
is to leave only limited areas of 
bare metallic foil showing in the de- 
sign. To become a thing of beauty 
as an advertising piece, foil needs 
the application of color to a large 
degree over much of its surface— 
with the bare metallic surfaces used 
sparingly for accents and special 
effects. Only experimentation on the 
part of the designer will show him 
to what degree color must be used, 
and in what manner special effects 
can be best achieved. 

There are, of course, exceptions 
to every rule—and the designer 
must exercise his own good judg- 
ment when more of the bare metal- 
lic surface is to be shown than 
would normally be _ considered 
proper for good design. Such an 
example is that of the brochure 
cover entitled Reynolds Interleaved 
Strip Conductor. 

Our art director, when designing 
this brochure, deliberately left more 
of the foil surface exposed than 
usual. He used this means of 
graphically pointing up the actual 
subject matter content of the bro- 
chure, which concerned itself with 
applications and uses of thin, foil- 
like strip aluminum as an electrical 
conductor. 
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Designing 





It takes a special approach to gain the maximum 
impact from foil. Follow these special design 


> Aluminum foil, when not covered 
with ink, has a bright reflective 
quality that is somewhat like a pol- 
ished metal mirror. It may reflect a 
soft glow of light, picking up many 
color tones and hues from sur- 
rounding objects—or it may look 
almost black, or any of many vary- 
ing shades of gray depending upon 
the angle at which the light may 
strike its surface and the position 
of the person viewing it. 

These changing effects in appear- 
ance, caused by angle of lighting 
and reflection of colors, is one of 
foil’s most interesting and intriguing 
qualities—yet, at the same time, it 
creates one of the designer’s great- 
est problems. 

For the very illusiveness of how 
the bare foil surface may look to the 
viewer of the finished advertising 
piece prevents the artist from using 
it in large masses as an element of 
his design. You may ask, then, if foil 
is to be normally covered to such a 
large degree by ink, why use foil at 
all? 


> The answer is rather self-evident 
when you examine some of the 
more attractively designed samples 
of foil printing. Transparent color 
when printed over the foil gives an 
iridescent color effect that can be 
obtained in no other way. An ex- 
ample of such an advertisement is 
for aluminum auto wheels. 

The background is printed in a 
transparent blue, giving it a vi- 
brancy and_ attention-demanding 
quality that would be hard to 


achieve in any other manner. At the 
same time, the actual reproduction 
of the wheel cover in full rich 
transparent golden tones over the 
foil gives it the metallic appearance 
of the actual product. 

In this advertisement the body of 
the car and the tire have been re- 
produced in colors that cover the 
foil in such a way as to eliminate its 
bright metallic sheen. This was ac- 
complished by printing an opaque 
white on the foil first, then over- 
printing the white with the other 
colors. 


>In the preceding paragraph, I 


Transparent Color Background 
Opaque colors for the car, transparent 
yellow makes wheel covers shine like 
gold in this full-page insert. 





Wherever sales count first in business, good impres- 
sions count first in making the sale. That’s why your 
best bet is to “run” with ATLANTIC BOND. 

ATLANTIC BOND is the genuinely water- 
marked, #1 Sulphite Bond, first in its field for sales 
because it’s first in performance. It’s a better-formed, 
better-looking paper — impressions “take” better... 
look sharper, clearer. 

ATLANTIC BOND is first in “runability,” too. 


Its “just-right” bulk and rigidity mean smoother 
running always. And ATLANTIC BOND is 
moisture-controlled for dimensional stability...assur- 
ing more accurate register on every run—no wasted 
time and effort on re-runs. 

Next time—and every time—you want the job 
done right, run it on ATLANTIC BOND. Your 
Eastern Corporation Merchant will gladly send you 
a free sample packet on request. 
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FINE PAPERS 
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FOR YOUR OWN 
PROTECTION... 


-.. SHIELD YOURSELF 
AGAINST REPRODUCTION 
PROBLEMS. 

USE DOT ENGRAVERS 
FOR COLOR 

AND BLACK AND WHITE. 
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sos Dal Engravers, Ine. 
600 W. VAN BUREN ST. 
CHICAGO 7, STATE 2-5367 
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Carey Delivers on Time 


Big run jobs have you on the run? Take a tip 
from leading firms and consult Carey. Round- 
the-clock operation, roll fed presses, inventory 
roll stock and sheeting equipment meet and 
service any quality demand at substantial sav- 
ings. Why wait for deliveries when you can call 
Carey Press... ask for 
Art Friedman, Sales Manager © CH 4-1000 
62 YEARS OF ACHIEVEMENT 
STATEMENT ENCLOSURES 
PACKAGE INSERTS 
CIRCULARS AND CATALOGS 
PUBLICATIONS 
REFERENCE MANUALS 
DATA BOOKS AND DIARIES 
PHOTOGRAPHIC BOOKS 
CAREY PRESS CORP. - 406 W. 31st ST. - NL Y.1 
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talked about transparent and opaque 
colors. It is important that the artist 
thoroughly understand the use of 
both when designing for foil print- 
ing as they are the key to what may 
be accomplished in special foil ef- 
fects. 

The printer can obtain inks that 
are either transparent or opaque in 
any color that you may wish to in- 
corporate into the design. Black ink 
and white ink, however, are always 
opaque. We have found by experi- 
ence that it is usually best to in- 
corporate both transparent and 
opaque colors into the design to gain 
the maximum effectiveness in the 
use of the foil. 

In this manner you may also give 
the illusion of using more colors 
than actually have been employed. 
For example, should your design 
incorporate the use of a transparent 
blue, a transparent yellow, and an 
opaque white—you might conceiv- 
ably use yellow and blue separately 
over the foil for a vibrant color 
effect—and also use them over- 
printing the white for an entirely 
different effect. And, of course, by 
overlapping the yellow and blue you 
will get a green—iridescent if 
printed over the bare foil, and 
opaque if printed over the white. 


> Bright metallic products that are 
to have illustrations or photographs 
reproduced in print often lend them- 
selves particularly well to the medi- 
um of foil printing. Such products 
do not necessarily have to have been 
made of aluminum or steel to be 
thus reproduced in a very life-like 
metallic way. 

For transparent color over the 
surface of aluminum foil converts 
its appearance into that of almost 
any other metal you may wish to 
show. For example, transparent 
yellow over aluminum foil changes 
its appearance to that of a beautiful 
gold foil. The Reynolds ad featuring 
the Plymouth Fury automobile with 
its gold anodized trim and gold 
grille is a good example of the ap- 
plication of this principle. 

To give such illustrations of 
photographic reproductions com- 
plete realism, black halftones are 
printed over the solid, flat transpar- 
ent color. Thus illustrations of gold 
watches, cigarette cases, etc. can be 
made to have a brilliant golden 
metallic realism that actually 
catches and reflects the lights of 
the room. Illustrations of other met- 
als can be handled in a similar 
manner with equally successful re- 
sults. 


> It might be well to caution the 
artist at this point regarding how he 
can most effectively display his ad- 


for the “gleam of gold” 
or the “look of sterling” 


IT’S REYNOLDS ALUMINUM 


>> 


Simulated Metal . . . Combining opaque 
and transparent inks permits the foil to 
look like real metallic parts. 


vertising message in type. Although 
many outstanding effects can be 
achieved that have a certain “eye- 
catching” value, it is well to con- 
sider the readability of the type 
message as the more important con- 
sideration. 

Headings in type sizes larger than 
14-point may sometimes be printed 
in black or white on foil surfaces, or 
surfaces that have been covered 
with a transparent color—but type 
smaller than these sizes should 
never be printed in such a manner; 
it’s too hard to read against the 
shimmering background of the me- 
tallic color. 

The same rule applies in regard 
to reverses. A word or heading may 
occasionally be reversed out of an 
opaque color panel to allow the let- 
tering to come through in bare foil 
or foil covered with a transparent 
color in order to accent a word or 
thought, provided that the lettering 
is sufficiently large. However, it is 
usually best to print a white or light 
opaque color under reverse head- 
ings—and is mandatory under re- 
verse body copy panels if you are to 
retain any degree of readability. 

The best results for body copy 
(and headings, too, for that matter) 
is to follow the general principle of 
always placing them in the layout 
where they will print in a dark 
color over a white or light opaque 
color background, until you have 
had considerable experience and 
know just how far you can deviate 
from the general rules applying to 
foil. 


> We have discussed at length some 
of the effects that can be accom- 
plished—and some of the limita- 
tions imposed on the designer when 
starting to create an advertisement 





for foil printing, but we have not 
gone into the actual means of 
graphically rendering such a foil 
layout. This also poses a few prob- 
lems to the artist, as he will readily 
find that ordinary inks and paints 
do not adhere to the foil without 
“doping.” 

Through experience in designing 
and preparing layouts on foil, we 
have developed a few techniques 
and short-cuts that may be helpful 
to the artist starting out with his 
first assignment for foil printing. 
Our first step is the preparation of a 
“rough” layout on a regular layout 
pad. In addition to using regular 
pastels, you will find that metallic 
pastels and metallic pencils are 
available through art supply dealers. 

This will enable you to give a 
little more realism to the rough— 
and you will soon learn to visualize 
how the foil will look when covered 
with transparent and opaque colors. 
After we have satisfied ourselves as 
to the basic design as developed in 
our rough layout, we refine it in a 
pencil mechanical which we make 
on either layout or tracing paper. 
>» Now we are ready to prepare the 
foil for rendering. Foil stock with 
paper backing is preferable as it is 
more durable and is more like the 
actual stock on which the printed 
piece will be produced. Even so, we 
still rubber cement this foil to an- 
other piece of paper to give it great- 
er durability in handling; then 
mount it to a smooth board by 
means of masking tape or transpar- 
ent tape around its edges. Such pre- 
cautionary measures are necessary 
since the least crimp or crinkle in 
its surface will leave a mark in the 
foil that cannot be removed. 

The foil sheet is now ready for us 
to transfer our design. Placing our 
pencil mechanical over the foil, we 
start to trace. Here we will trace by 


Liberal Foil Use . . . Large areas of foil 
can be used effectively when subject de- 
mands it logically. 


De Not Open Vatil 
Christmas! 


We've a past -- and we're proud 
of it! 


It's a dynamic past of more than a 
half century of growth and progress in 
printing gummed papers. It’s this past 
that enables us to offer you the best 
at economical prices. 


Gummed shipping labels, for in- 
stance, are second nature to us. Quantity 
users who don't want to pay more— 
tor less—turn to Eureka. 


Eureka gummed labels hold...and 
hold...and hold. In fact, if your product 
demands a special gum, our laboratories 
can formulate it for you. 


Specially designed equipment will 
meet your every need for serial num- 
bering, perforating, and die cutting. 


Tell us your requirements and we'll 
be happy to give you full information 
and prices. 


EUREKA SPECIALTY PRINTING CO. 
568 Electric St. Scranton, Pa. 


with Crescent Illustration Board 


Cut sketching time, cut errors with 
Crescent illustration board—the boord 
famed for its hard, white surface 

and ease of erasure. 

Write for free somples today, to 


CHICAGO CARDBOARD Co. 
1240 N. Homan Ave., Chicago 51, Ill. 
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FOIL 


(Paper Backed) 
Various Types and 
Weights 
for 
‘*Your Sparkling Message”’ 


* Plain 
Lacquered 
Colored 
Processed (*) 
Rolls or Sheets 


(*) For finest letterpress | 
and offset work | 





Tell us of your require- 
ments. 


HAZEN PAPER COMPANY | 
HOLYOKE, MASS. 


FOR... 


. 
. 
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* Ben Day Plates * Halftones 

* Embossing Plates* Color Plates 
* Zinc Etchings * Stereotypes 
* Photography * Mats 

* Electrotypes * Art Work 


In your business as in ours, service 
starts with knowing how. It is our spe- 
cial knowledge of our business that 
equips us to help you in your business. 
When we know what your special 
needs are, we can fit our service to 
your requirements of quality, delivery, 
and personal attention. Why not talk 
over your needs. 


CAPITOL 


Engraving & Electrotype Co. 
60912.-615'%. EAST MONROE STREET 
P.O. BOX 374 © SPRINGFIELD, ILLINOIS 


Makers of Fine Printing Plates 
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* “doping” 


use of pressure only. Using a stylus 
or a sharp 4-H pencil we will gently 
trace over the pencil mechanical— 
depressing the image slightly into 
the foil surface. 

Experience will show you to what 
degree pressure must be applied; 
but I would suggest that you use no 
more pressure than is absolutely 
necessary for you to see the image. 


> We are now ready to start our 
actual rendering. We have found 
that we can show background 
masses of transparent colors very 
easily in one of two ways. Colored 
foil sheets are available through 
your regular art dealers, and such 
sheets when cut out and mounted 
in position give an appearance iden- 
tical to that of foil printed in trans- 
parent color. 

Where the design is more intri- 
cate, we cut from Bourges trans- 
parent color sheets with the ad- 
hesive backing, and then burnish 
it down tightly to the foil surface. 
The resultant appearance will be 
very similar to the final printed 
results desired—and the Bourges 
material permits the artist to scrape 
away the color in small intricate 
designs leaving bare aluminum foil 
show through wherever desired. 
These transparent sheets also per- 
mit laying one transparent color 
over another to achieve still a third 
color, the same as will result in 
printing. 


> For opaque colors we use colored 
paper such as “Color-Aid” and 
mount it into our layout in those 
areas where opaques are to appear 
with ordinary rubber cement. You 
will find, however, that special care 
must be exercised when picking up 
surplus rubber cement from the 
face of a foil layout. 

The rubber pick-up must be 
used only by gently tapping the 
surface of the foil with an up-and- 
down movement. Any rubbing 
across the surface of the foil with 
either a rubber pick-up or an 
eraser will tend to dull the surface 
in a manner that will be very no- 
ticeable when light strikes it. 

So much for color masses in the 
design . . . now let us consider the 
problems of rendering illustrations 
and type. 


> Ordinary paint or ink may be 
used to draw in illustrations, ren- 
der headings and indicate body copy 
on the foil layout—provided the ink 
is properly “doped” so that it will 
adhere to the foil without chipping 
or peeling. There are several com- 
mercial products on the market for 
ink and paint—the one 
most commonly used in our studio 


is “Color-flex” which has proved 
very successful in making paint 
stick not only on the foil but on the 
Bourges material as well. 

Full instructions for proportion of 
mixing such a product will be found 
on the label of the bottle—and 
through the process of trial and 
error, the artist will be able to de- 
termine what mixture works best 
for him in his brush or pen. 


> Any artist will find that designing 
for foil printing is both fun and an 
interesting challenge. With a little 
consideration for the general princi- 
ples outlined above, he should be 
able to create some unusual and 
outstanding effects through this 
medium that will be strikingly dif- 
ferent from anything he has previ- 
ously designed. 

We are looking forward during 
this coming year to seeing foil used 
more extensively—and have ac- 
cepted every new assignment into 
our studio with a great deal of zeal 
for the possibilities that it holds. 44 


New Group Promotes 
Annual Reports 


A new organization for research 
and promotion in the annual report 
field, the Annual Report Producers 
Council, was formed in New York 
this spring. Spearheading the group 
is Herbert C. Rosenthal, executive 
director of Graphics Institute, New 
York. 

Among those invited to join are 
paper and ink manufacturers, let- 
terpress and offset printers, engrav- 
ers, typographers and _ printing 
equipment manufacturers. They are 
expected to join in a program of 
research aimed at defining the an- 
nual report audience and reaching 
it most effectively. 

Results of the council’s work will 
be made freely available to all cor- 
porations issuing annual reports. 44 


Chart Gives Keys 
To Engraver’s Rules 


Engraving rules can now be or- 
dered as easily as printer’s rules 
and ornaments, thanks to a handy 
desk guide developed by Dot En- 
gravers Inc., Chicago. The chart il- 
lustrates rules and draw-tool lines, 
graded from very fine widths to 
58’"’. Each has an identifying letter— 
from A to Z. 

A “C” rule is roughly equivalent 
to a 1 pt. printer’s rule. The chart 
measures 5144x7%%” and is printed 
on Kromekote stock. Use of the 
card, Dot believes, will eliminate 
much “second-guessing” on the part 


of customers and engravers alike. 
+ + « for more details circle 301, page 97 





with SORG’s 


White or Cream 


ORE 


When the printed piece calls for a combination 
of beauty and strength in the paper used, the right choice is 


always SOREX. 


Whether your selection is the crisp, brilliant, blue-white WHITE 
SOREX, or the luxurious soft-toned, creamy CREAM SOREX, 
you are assured of perfect printing results... and of a printed 
piece that will stand the wear and tear of mailing or repeated 
handling and keep its just-off-the-press freshness. 


Both Cream and White SOREX offer an excellent printing sur- 
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Because a blotter is always well special advertising piece or for use as a document envelope where 
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Offices in: NEW YORK, PHILADELPHIA, CHICAGO, BOSTON, ST. LOUIS, LOS ANGELES 


August 1957 + ar «+ 39 





Occasionally (and yet too often) 
the tear sheet of a newspaper ad 
will show up a shockingly bad re- 
production. It isn’t just the “slightly 
off’ and passable job; it’s an un- 
mistakable blotch. Under such cir- 
cumstances, it’s customary to sum- 
mon the crew before the mast for 
an investigation. And they usually 
come carrying their alibi umbrellas 
in case of a storm. 

It is learned that the photogra- 
pher ingeniously contrived twenty- 
two poses and seventeen lighting 
arrangements, A thoroughly repu- 
table retoucher slicked up the pho- 
tos and removed actually invisible 
defects. An internationally known 
typographer designed an exclusive 
headline letter, for an exclusive fee. 
The photo-engraver turned out a 
self-admitted masterpiece. The elec- 
trotyper, practically low man on the 
totem pole, produced matrices of 
unsurpassable quality—(‘“mats” by 
any plant of lesser renown). 

Despite all this—and the hand- 
some outlay of money and expert 
time—the tear sheet told the tragic 
story. The ad did not in any way 
represent the product or the adver- 
tiser. It could only repel rather than 
attract interest and sales. It actually 


Our thanks to the Rapid Electrotype Co., 
Cincinnati, for permission to adapt this 
article from its promotion piece. 
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Neven Steps to 
Better Printing 


. ;, 
Between your fine layout and its appearance in a news 


paper are seven crucial steps, at each of which quality 


can be lost. Here’s some practical help in keeping qual- 
ity high from start to finish 


defaced an area of so-called “good, 
clean white space,” so that the space 
money slithered down the drain 
along with preparatory costs. 

The essential point is this—how 
can such costly mishaps be avoided, 
or at least be reduced greatly in 
frequency? Although what follows 
may be an old, old story to most 
advertising and graphic arts prac- 
titioners, the information is needed. 
We need only count the anguished 
complaints about newspaper repro- 
duction to be sure that somewhere, 
somehow, and too often, the safe, 
assured steps to good newspaper 
reproduction are being slighted— 
and probably unintentionally. 


> Before a newspaper ad can be 
printed there are seven steps to be 
taken. We are referring to the ad 
that is furnished in mat form to the 
newspaper. If electrotypes are fur- 
nished the steps are fewer, but in 
this case we are considering the 
ad in mat form. 

These seven steps are taken suc- 
cessively. Each step starts with the 
quality resulting from the preceding 
step. At no point is it possible to 
restore or improve basic quality not 
present in the previous stage of the 
work. Imperceptible diminution of 
quality from step to step will not, 
normally, affect the final results no- 
ticeably. But when mishaps, inad- 


vertencies, human errors, deficien- 
cies in skill or care get into the op- 
eration—the trouble compounds it- 
self all down the line. Even though 
it can be traced in some cases, it’s 
far better to take precautions than 
to hold post mortems. 

So, let us follow these seven steps 
between the concept of a newspaper 
ad and its appearance in a daily: 


1. Preparation of art and copy... 
Marked contrast is required in art 
copy for newspaper printing. The 
necessary processing steps tend to 
flatten the subject, reduce contrasts. 


2. Photo-engravings—original plate 
. . . What it may lack in depth and 
definition cannot be restored. It is 
the quality peak for all succeeding 
plates, mats, etc. 


3. Mats ... These start with a pat- 
tern plate (made from the original 
plate) capable of withstanding the 
enormous pressure of the mat 
presses. The materials and proc- 
esses used are highly important. 


4. Stereotype ... In the newspaper 
plant the mat is used to cast a stere- 
otype, which is then locked into the 
page form. 


5S. Mat ... The full-page form con- 
taining the stereotype is then used 


by the newspaper to mold a full- 
page mat. 


+ + « continued on page 40C 





about getting customers’ attention if you use Sun-Tested Velva-Glo daylight 
fluorescent color on your silk screened displays — whether for indoor or outdoor 
use. Our new formulas give you uniformly excellent lightfastness, 
far greater coverage per gallon of color, and they're easy for the screener 
to use. The spread between cost of ordinary color and Sun-Tested Velva-Glo 
is now so narrow that you cannot afford not to take advantage of the 
4 times greater brilliance you get from Velva-Glo. ‘ 
Nothing, no nothing, takes the place of Velva-Glo daylight fluorescent TESTED 
color for eye-catching results. Try it and you'll be convinced ! . 
Write today on your letterhead for free Color Selector. 
Radiant Color Co., 830 Isabella St., Oakland 7, Calif. ELVA:GLO 


FLUORESCENT COLOR 


8 RADIANT COLORS: pink /  cerise red chartreuse 


orange / green orange-red orange-yellow 





> This brings us to the subject of 
“shrinkage.” Skipping some techni- 
calities of mat shrinkage—it is the 
practice of many newspapers to 
shrink their mats to bring them 
within page dimensions. There is 
nothing standard about shrinkage 
It may vary from %4” to 1%” (in 
some cases as much as 114”) in page 
width, depending mostly on the 
flong used to make the mats. Addi- 
tional shrinkage may be accom- 
plished by making stereotype-from- 
mat-made-from-stereotype-made- 
from-mat-made—and so on. 
Shrinkage of mats reduces the 
size of the ad without reducing the 
number of halftone dots. As in fab- 
bric, where shrinkage reduces size 
but not number of threads in the 
weave. Shrinkage simply crowds the 
dots (as it does the threads of a 
fabric) closer together. Thus a 55- 
line halftone, under shrinkage, be- 
comes a 60-line or even a 70-line 
halftone. When this happens it pre- 
sents a serious problem to the ad- 
vertiser which will be discussed 
later. For now, let us continue the 
steps toward the printed newspaper 
page—containing the ad. 


6. Press plates The full-page 
mat (with whatever amount of 
shrinkage has taken place) is placed 
in a cylinder and a curved plate is 
cast in type metal. This plate is 
locked on the press cylinder. 


7. Printing When the press 
starts the curved plate is inked, and 
turned into contact with the paper 
traveling through the press at sev- 
eral hundred feet per minute. 


> You, the advertiser, have control, 
direct or indirect, over the first 
steps. The remaining four 
steps are not under your control 
and all you can hope to do is under- 
stand them, and take suitable meas- 
ures to eliminate or reduce the pos- 
sible hazards. That, in a nut shell, 
is the purpose of this discussion. 

Newspaper printing generally in- 
volves one other factor that must be 
kept in mind. In lieu of “make- 
ready” the newsprint runs over a 
rubber blanket so that paper is 
pressed against plate to assure all- 
over contact. This 
“squeeze,” 


three 


pressure, or 
indents the paper into 
the plate to a depth of around 2 
1000ths of an inch. This “squeeze” 
thus nullifies 2/1000ths of an inch 
(or thereabouts) of the depth of 
vour press plate. 

Newspaper ink is suited to high- 
speed newspaper printing in both 
operational and economic aspects. 
It can and does get down into the 
shallower plates causing them to 
“fill up” and print solid black—or 
tending to do so. 
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> Now we get back to the question 
—who’s to blame for the mangled 
newspaper ad? You know the print- 
ing conditions—and you know that 
many if not most newspapers are 
definitely presentable. So you can- 
not safely toss all responsibility up- 
on the newspaper. There are still 
three steps where you have control 
over quality. 

If you cannot escape all cases of 
poor printing (and it’s likely that 
you can’t) you can at least reduce 
their number materially. 


> At times we as electrotypers have 
been suspected of guilt in connec- 
tion with badly printed newspaper 
ads. Such occasions, though ex- 
tremely rare, bring us disappoint- 
ment, extra work, unpleasant mo- 
ments with our customers. So we 
are exceedingly eager to contribute 
whatever we can to the 
printing of newspaper ads. We do 
not, of course, claim super-human 
infallibility. 

But our record over many years 
of nationwide service to prominent 
advertisers, large and small, is out- 
standingly good. We draw on many 
years of experience, through many 
changes and advances in printing 
technology, to offer these sugges- 
tions which we hope and believe 
will improve your newspaper print- 
ing results. We know they will be 
helpful if heeded. 
1. Art copy insist on marked 
tonal contrasts in all subjects in- 
volving tones. Newsprint is gray, 
rather than white. Highlights tend 
to darken. Solids tend to gray out 
on irregular paper surface. Particu- 
larly where halftones are involved, 
insist on marked contrasts. Avoid 
dark backgrounds for dark subjects 
—and vice versa. 
2. Engravings it is vitally im- 
portant that the engraver know how 
the engraving is to be used. If mats 
are contemplated tell the engraver 
so he can make the plates properly. 
Again talking about halftones, the 
minimum safe etching depth for 
newspaper ads is 7.5/1000” for light 
tones in 55-line screen; etch to 9 
1000” for 50-line screen. The maxi- 
mum depth is in the original en- 
graving—no subsequent plate can 
go deeper; if anything it may lose 
depth. Fast presses, ink character- 
istics, soft paper, the “squeeze’’- 
all contribute to possible “fill up” 
of shallow plates, and emphasize 
the importance of etching depth. 


3. Screen this is part of the 
preceding section, itemized for ex- 
tra emphasis! Shrinkage of mats 
(for molding stereotypes) raises the 
dot count (screen) and, for reasons 


better 


5 ESSENTIAL PRECAUTIONS 


Contrasty art 

Proper halftone screens 

Deep etch, and a cleanup etch 
Proofs on print stock 

Quality mats — electros — plas- 
tic plates 


5 HAZARDS 


Shrinkage 

Curved press plates 
The ‘‘squeeze’’ 
High speeds 
Shallow molds 


previously mentioned, reduces your 
chances of getting the best printing 
the newspaper can do. And print- 
ing quality varies greatly among 
newspapers. Don’t risk ordering the 
finest screen the best-printed news- 
papers say they can use; play safer 
by reducing your screen 5, or even 
10, dots per inch. Then, when your 
ad encounters inordinate shrinkage 
or sub-standard printing, you have 
a better chance. 


4. Type... this is part of preparing 
original copy for the engraver. Type 
becomes engraver’s copy in the form 
of reproduction proofs—‘repros.” 
Any visible defects in the proofs 
will appear on the plates. So, choose 
type faces that are clean, open and 
with fairly uniform strokes. Hair- 
line strokes may break down or lose 
themselves. Small openings tend to 
fill up and print solid. They may 
look nice on smooth repro proofs, 
but they have to print on newsprint. 
Best reproduction of type is assured 
by making 16-gauge electros of type 
forms to replace etched type in the 
original plates. 


S. Engraver’s proofs ... order orig- 
inal plates (particularly halftones) 
proofed on printing stock—news- 
paper plates on newsprint. This ap- 
plies to all plates for publication 
printing. Glossy proofs won't tell 
you a thing about printing results 
in a newspaper. 


>» None of these suggestions involves 
extra cost; not a penny. Of course, 
you cannot yell “Super-Rush” on 
an engraving job and expect deep 
etched plates. It takes longer to 
deep etch than to take a shallow 
bite. Acid and metal work that way. 

The particular values of news- 
paper and publication advertising 
are well known, and they are being 
freshly demonstrated daily. In no 
other paying-audience medium do 
you have such complete control of 
what you say and how it is pre- 
sented. We urge you to exercise 
your control over the factors within 
your control, to the consistent bet- 
terment of your advertising. 44 





Color-Conscious ... | 


Rainbow Hues Mark 
Paper Samples 


This month’s crop of paper sam- 
ples enlarges the adman’s range of 
colors and weights still further. The 
distinction between “letter-press” 
and “offset” stocks is rapidly nar- 
rowing, with many papers now 
sized for both processes—and some- 
times gravure. It all adds up to 
greater versatility, economy and 
press performance. 


Flocked A portfolio of 
Papers suede, velour and 
carpet-type flocked 

papers from Cellosuede Products 
Inc., Rockford, Ill., shows the range 
oS ee eal Eek a. New offset press cuts costs for 
These stocks come in a_ variety 
of weights from bending chip to b > d : 
lightweight cover. Suede and velour many pu lishers an agencies 
can be printed either by letterpress 
or offset and can also be embossed. 

Produced in 19 colors, these Big new web-fed offset press pro- 
flocked papers are recommended for vides the perfect answer for those 





Yes! We can make 
price and imprint 
changes economically! 


Price and imprint changes 
anywhere on outside of 
sheet can be made at ex- 
tremely low cost—without 
stopping the press! A valu- 
able advantage for many 
advertisers. 


“problem” jobs that are too long 
for sheet-fed presses and too short for 
rotogravure or letterpress magazine equip- 
ment. Produces catalogs, publications, 
broadsides, circulars in one to four colors 
— page size 84x11 or multiples — up to 
64-page sections in one operation. Rated 
speed 20,000 sections per hour. Complete 
facilities from art to mailing — currently 

Suede and velour flocked papers printing program sections of four editions 
may be embossed with designs and of TV Guwe Macazine. 
used for wallpapers, artificial leaves 
and flowers and greeting card tip- 
ons. Ss 
Widths of stock up to 52” in either 
rolled or sheet form can be proc- a E | RY W U SB | 
essed by Cellosuede Products Inc. / nc. 
Prices as well as suggestions for 550 INDUSTRIAL BLVD. e KANSAS CITY 15, KANSAS 
cutting, folding and printing flocked 
paper are provided in the portfolio. 
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® Personalized gift wrappings 
® Menus 

@ Enclosures 

e Announcements 

e Programs 

e Display panels 

e Flannel pegboards 

® Box linings. 


ot £ to, Write for samples 
@, and price information 
A 





Acetate A new laminator 
Laminator for paper—Du Pont 

or Celanese acetate 
film—is being used by Moore’s 
Laminating Division, Chicago, ac- 
cording to a fact sheet released by 





the company. The laminating proc- FOR BETTER, QUICKER, LOWER 
ess extends the life of almost any COST SIGNS 
paper, protects it against dirt, mois- 
ture, grease and rough handling USE PRESSURE SENSITIVE 
and enhances its attractiveness. 

This laminator comes in _ sheet = 
sizes up to 44” wide, in any length. 
Among the suggested uses are in ATTRACTIVE « DURABLE 

~/ PROMOTIONAL, DIRECTIONAL, INFORMATIVE AND PRICE SIGNING 

» ees Covers ; © Sisen13/18", 1%", 24", 4°56" evalleble in gothic 
e Price books © Colors — Red, Yellow, Black and White 
e Displays . @ Other styles and sizes available, ask for samples and prices 
e Album covers 
® Menus POSTER PRODUCTS INC. 
© Packaging. ct 3401 W. DIVISION ST. * CHICAGO 51, ILLINOIS 


The process has been used for 
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years in the production of book 
jackets and pocket books. Recent 
applications have been on paper 
records. 
Yhe Moore fact sheet itself is pro- 
tected by lamination. 
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Kit No. 7 of “Sales 
Building Ideas” has 
been issued by 
Linton Bros. & Co., Fitchburg, 
Mass., highlighting its bristol lines. 
Besides sample booklet covers, di- 
rect mail pieces, a menu and a 
point-of-purchase display shown, 
the folder features an ingenious 
three-way membership card. 

This consists of a dues card for 
member of the _ Transportation 
Union (Los Angeles), with two per- 
forated sections announcing the 
month’s meeting and the members 
attendance. Members can tear off 
the meeting notice and record tab 
and then carry the card in their 
wallets. 

Information is provided on sam- 
ples shown. 


Bristols 
Boost Sales 
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Chalk-Finish 
Texoprint 


Texoprint, Kim- 
berly-Clark Corp.’s 
plastic paper, now 
comes in a “chalk-markable” finish 
for maps, charts, premiums and 
other uses. The surface is suitable 
for writing on with a soft chalk, can 
be erased with a sponge rubber or 
felt eraser. Light blue and crome 
yellow chalks are suggested for best 
legibility. 

Other Texoprint finishes available 
include plain, box calf, levant and 
linen. In common with these, the 
chalk-markable finish is tear-re- 
sistant, folds well, accepts adhesives, 
resists fresh and salt water, grease, 
oil and many chemicals. It also has 
high opacity and unusual durabili- 
ty, the company reports. 

Lab testing has shown that this 
“blackboard” surface is free of 
glare and leaves no “ghost image” 
when chalk is washed off. The paper 
comes in 80, 115, 140 and 190 lb. 
weights. “Standard School Green” 
is the present color being produced; 
other colors will be added as the 
demand requires. 

A sample of chalk-markable Tex- 
oprint is offered. 
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Rainbow Colors 
In Bond, Text 


Two demonstration 
folders from Wau- 
sau Paper Mills 
Co., Brokaw, Wis., introduce its 
new bond and text papers in white 
and a range of colors. Both stocks 
are watermarked and take letter- 
press, offset and gravure printing. 
Swatches of Wausau Bond show 
off its 11 colors: ivory, pink, blue, 
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buff, goldenrod, canary, salmon, 
russet, green, gray and cherry. 
Colors are available in 13, 16 and 
20 lb. weights; white also comes in 
a 24 lb. weight. The bond is tub- 
sized and accepts ink readily. 
Wausau Text comes in white and 
pastel shades: india, powder blue, 
coral, dawn gray, sea green, gold. 
Wove and laid finishes are available 
in 60 and 70 lb. and cover weights. 
All-new fibers in this book paper 
permit fine embossing, and clean 
scoring and folding, the company 
explains. Text is suggested for 
folders, booklets, brochures, menus, 
etc. 
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Book Paper 
Par Excellence 


The fine printing 
qualities of Olde 
Style, Warren Pa- 
per Co.’s antique wove book paper, 
are showcased in a recent booklet 
of drawings by illustrators Guido 
and Lawrence Rosa. These artists, 
whose woodcut-like style was popu- 
lar in the Nineteen Twenties, have 
contributed a series of pictures on 
U.S. historical sites. 

Among the illustrations are 
scenes of old Monterey, Santa Bar- 
bara, Monticello and Plymouth. 

This watermarked paper “pos- 
sesses a properly yielding character 
for the printing of type and line 
engravings by letterpress,’ the 
booklet explains. 

Olde Style also comes in laid and 
India wove versions. Weights avail- 
able are 50, 60 and 70 lb. 
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Sturdier 
Manifold 


A new 9 lb. version 
of Beeswing Mani- 
fold, a thin writ- 
ing paper, is sampled in a folder 
from International Paper Co., New 
York. This onion skin is suitable 
for air mail correspondence, office 


Sheathed in Metal! . . 
minum were used on the front and back 
covers of promotional booklet produced 
by Etched Products Corp. and Electro- 
Chemical Engraving Co. The book, dis- 
tributed to designers and engineers, used 
embossing and etching to highlight the 


. Brass and alu- 


companies’ 
niques. 


industrial production tech- 


forms, second sheets, sales slips, 
charts, ete. 

It’s produced in white and these 
colors: cherry, green, canary, blue 
and goldenrod. Sizes range from 
812x11” to 28x34”. The manifold is 
available through leading paper 
merchants throughout the United 
States. 
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Northwest Displays“Iron horse” lovers 
Samples will enjoy North- 

west Paper Co.’s 
Vol 22, No. 2 edition of Northwest 
News, which takes them on a pic- 
torial tour from the first steam en- 
gine to today’s diesels. And inci- 
dentally demonstrates the printing 
and reproductive qualities of a 
variety of Northwest paper and 
cover stocks. 

Antique engravings show early 
models in vivid detail. Papers used 
are Carlton Bond, Velopaque Text 
and Cover, Mountie Offset, North- 
west and Mimeo Bonds, Northwest 
Ledger, Mountie and Nortex En- 
velope and Northwest Postcard. 

“Light touch” copy accompanies 
the illustrations, pointing out uses 
for each brand and identifying its 
weight and color. The booklet is 
tabbed for easy reference. 
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Haloid Launches 
Film on Xerox 


How engineers are using Xerox 
copying equipment for multiple 
copies of drawings is shown in a 
16mm color film prepared by The 
Haloid Co., Rochester, N.Y. The 15- 
minute sound motion picture, 
“Speeding the Distribution of Engi- 
neering Drawings by Xerography,” 
shows Model 1218 equipment in use 
at IBM, Chrysler, Ford and Glenn 
L. Martin plants. 

Outsize engineering drawings up 
to 24x36” are reduced to conven- 
ient 12x18” proportions on offset 
paper masters through Xerography. 
These paper masters can then be 
used on offset duplicators for run- 
ning off multiple copies. Price lists, 
specification changes, etc., can also 
be speedily and economically re- 
produced on Xerox machines. 

The film points out how each 
company is effecting savings with 
the process, besides speeding engi- 
neering drawings and change no- 
tices to production lines and ven- 
dors. 

The picture will be made availa- 
ble from Haloid branch offices in 
principal U.S. cities and Toronto. 
For further information contact 
Film Distribution Dept., The Haloid 
Co., Rochester 3, N.Y. 





New Faces ... 


Office Duplicators 
Show Advances 
Recent additions to the office 


communications field include the 
models briefly described below. 


Ditto Adds 
‘Detroit Look’ 


The “Detroit look” 
in office duplica- 
tors is the boast of 
new Ditto direct process machines. 
The Chicago manufacturer has 
brought out a D-70 line of models 
that are longer, lower and wider 
than their predecessors. These are 
designed for spirit duplicating. 

The machines, now in a choice of 
green, brown and sand gray com- 
binations, have a top speed of two 
copies a second, and can handle 500 
sheets at one time. They accept pa- 
per from 13 lbs. to card stock with- 
out adjustment. 

Models are equipped with liquid 
control levers calibrated by paper 
sizes, so that the operator can use 
the precise amount of fluid needed 
for the job at hand. Both electric 
and hand-operated models are 
available. 

Additional information is offered 
by the company. 
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New Unit for For that difficult, 
Oversize Copy oversize copy you 

want to make, 
General Photo Products Co., Chat- 
ham, N.J., has come up with a 
printer-processor combination that 
accommodates material up to 20” 
wide, any length. Called the Genco 
Exact-Fax Duo, the unit has two 
interlocking machines which pro- 
duce from 60 to 90 sharp copies per 
hour. 

One half is an automatic con- 
tinuous printer (6x9x30’) with 
shutter-type light control; the other 
is an automatic, continuous proc- 
essor (6x7x30”). The unit can make 
either one- or two-sided copies and 
can reproduce from any color. It 
works under all normal office and 
factory light conditions, including 
fluorescent lighting. 

The unit operates on 110 volts 
A.C. It is priced at $450. Details are 
available. 
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Easy-Does-It A “sit-down” model 
Duplicator of an offset dupli- 

cator, the Dual- 
Lith 242, is described in an illus- 
trated brochure from the Davidson 
Corp., Brooklyn. The operator sits 
at the machine, touches a button, 
and starts the offset reproduction of 
200 copies a minute. Plates can be 
changed by touching another button. 
According to the company, clean, 


Prominent Users of Strathmore Letterhead Papers: No 


.129 of a Series 


Always favorites, Blue Bell 
Wrangler western jeans 
are currently riding 


a new wave of popularity. 


BLUE BELL we 


Worlds Largest Predacer of Work and Play Clothes 


% 


Quality wears well! 


Good letterheads make friends — and keep them—be- 
cause they inspire confidence and create important and lasting 
impressions. Take the Blue Bell letterhead—its fine quality 
Strathmore paper makes it stand out in the mail on any desk. Add 
this plus factor to your letters to help them make and keep friends 
for you. Your supplier can assist you in producing a letterhead— 
on Strathmore, of course—that will impress your correspondents 
favorably and wear well with them. 


Blue Bell, Incorporated makes clothing that wears well 
indeed. Famous for its Wranglers for the whole family, Jeanie 
play clothes, blouses, and jeans for girls and women, and work 
clothing for men, Blue Bell is responsible to a large extent for the 
nation’s leisure and work time comfort. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT, STRATHMORE SCRIPT, 
THISTLEMARK BOND, ALEXANDRA BRILLIANT. BAY PATH BOND. STRATHMORE WRITING, 
STRATHMORE BOND. ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO. 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN, STRATHMORE BOND 
ONION SKIN. STRATHMORE BOND AIR MAIL, STRATHMORE BOND TRANSMASTER, REPLICA. 


Better Papers are made with Cotton Fiber 


STRATHMORE 


Makers of Fine Papers 


STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASSACHUSETTS 
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crisp copies result, in any size from 
3x5” to 10x14”. 

Blanket cleaning is also auto- 
matic. Other features described are 
improved dampening and ink con- 
trols, accurate sheet register, auto- 

3 aa ~ YA | 2 A i ‘ Ss matic feed and reset sheet counter. 

Copies may be printed on both 
sides in one trip through the ma- 
chine. Besides its lithographic func- 
tions, the Dual-Lith is capable of 
letterpress, dry offset, imprinting, 


numbering, perforating and Daven- 
graving. 
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RECOMMENDED BY BUSINESSMEN =x An illustrated bro- 
Booklet chure on Datafax, 
a system for elec- 
tronic transmission and reproduc- 
tion of visual images, has been pre- 
pared by Stewart-Warner Corp., 
Chicago. The process uses a trans- 
mitter, which accepts copy con- 
tinuously on a paper drive roll; and 
Write for free sample book today a recorder, which amplifies the in- 
coming signal and electroplates the 

image on a paper surface. 
Datafax can be used for inter- 
office or long-distance transmission. 


‘ | . It will accept photographs, line 
{ tI } i | { \ F PAPER MANUFACTURING CO. drawings or typed or printed copy 
yt of any page length and up to 9” 


wide. The transmitter uses standard 
telephone lines at speeds up to 3%4 
copy-inches per minute. Much 
higher rates of transmission are 
possible over special telephone lines, 
radio circuits or microwave chan- 
nels. 

Copies can be reproduced for less 
than two cents apiece, according to 
the folder. Duplicates are clear, 
smudge-proof and permanent. Ad- 
ditional information is provided in 
the brochure. 
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The quality 


Business leaders want the pres- — brilliant colors — full range 
tige that goes with advertising of sizes and weights make 
and printing produced on this Interwoven the first choice for 


top quality cover paper. Smooth prestige advertising pieces. 
printing surface —good strength 


MILLS AT HOLYOKE MASSACHUSETTS 


| Book Papers Adopt 
of your printed Pleasing Pastels 


advertising Black type on white paper may 


offer maximum stimulation to the 
eye, says color expert Faber Birren, 
but such strong contrast isn’t neces- 
sary and can be actually fatiguing. 
fundamentally, The Impact line of papers which he 
has developed with Whiteford Paper 
Co., N. Y., now includes a book 
stock. Four pastel shades are made. 
of your Whiteford recently announced its 
application for a patent and has 
. licensed two mills, Finch Pruyn & 
CRETAVENES. Co., Glens Falls, N. Y., and Oxford 
Paper Co., N. Y., to manufacture 
the book paper. Impact, used with 
the appropriate colored inks, offers 
a contrast ratio of about 8 to 1 as 
COLLINS, MILLER & HUTCHINGS, INC. es see ee 

black and white. 
A booklet on the new papers and 


pds nil . ink colors is now ready. 
America’s Finest Photoengraving Plant , «<r Gate Giniile Onde O18, can 


depends, 


on the quality 


333 WEST LAKE STREET + CHICAGO 6 
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STOR re (Kae 
Buy Exhibits? 


Agency executives, exhibit builders and exhibit buyers throw some 
new light on the complicated relationships involved in designing and 
producing an effective, sales-making exhibit. 


R. C. Peitscher 


YES Vice president 


Fulton, Morrissey Co. 


First, let’s consider the purpose of exhibits. As I un- 
derstand them, they are used at trade shows and con- 
ventions, where customers and prospective customers 
gather. The purpose of a display is to serve as a simple 
backdrop or center of attraction which surrounds the 
salesman as he converts a prospect into a customer. 

Now, if the advertising agency understands the cli- 
ent’s sales problems and is competent enough, in the 
eyes of the client, to develop advertising, merchandising, 
public relations and publicity programs that contribute 
to the solution of sales problems — why then shouldn't 
this same knowledge be utilized by the client in exhibits 
and/or displays? 

The conscientious and capable advertising agency, in 

my opinion, “lives with” the client’s 
problems 365 days and nights a 
year. Its people travel with company 
salesmen, they talk to top manage- 
ment, they are involved in market 
research, they develop ad campaigns 
designed not only to reflect the per- 

Ss sonality of the company, but to 
motivate people to buy, and to serve 
as a platform for merchandising and 
sales programs. 


> Shouldn’t this same knowledge be 


W. R. Forrest 


NO Senior vice president 
Foote, Cone & Belding 


Trade show exhibits are an integral part of the selling 
operation. The extent to which the advertising agency 
should participate in this work will vary by agencies, 
clients, and circumstances. 

In our case, our clients, generally speaking, maintain 
sizable sales organizations. They are staffed up, both 
internally and in the field, to handle promotional activi- 
ties such as booths and exhibits at trade shows and con- 
ventions. They have the facilities; they keep well in- 
formed; they do a good job of it. They regard this func- 
tion as a normal attribute of the sales department. 

A great many of these trade exhibits are local in na- 
ture. In most cases, our client will have a representative 
in the area who is thoroughly familiar with the local 
market and the conditions in which 
the exhibit is to be displayed. 


>» We feel, therefore, that the client 
is better equipped to handle this 
work than we are. There is no rea- 
son why we couldn’t gear up to do it 

in fact, we occasionally do super- 
vise such _ activities. Generally 
speaking, however, there is no rea- 
son for us to do so; and, therefore, 
we do not maintain the large spe- 
cialized staff that would be required 


(Comments continued on page 46) 
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YES! 
(continued from page 45) 


utilized in the supervision of ex- 
hibits and displays? Let me make 
myself clear on one point. I do not 
believe that an agency should at- 
tempt in any way to take over the 
responsibility of design and con- 
struction detail. This is a matter for 
the specialists in the exhibit busi- 
ness. But, like copywriters and art 
directors, the display house needs 
the broad background on the over- 
all sales and merchandising objec- 
tive. And it is in this area, I believe, 
that client and agency can and 
should collaborate in working with 
the exhibit specialist. 

You will never convince me that 
there is any one individual on the 
board of an exhibit house who, in 
two or three, or ten or twenty hours, 
can develop the same understanding 
of the client’s problem that the 
agency personnel, under the direc- 
tion of the client ad manager, has 
developed over a period of many 
months and often years of intimate 
association with the client’s dealers, 
salesmen, sales managers — yes, 
even the client’s ultimate customers. 

If an exhibit is to be used as an 
outlet for the design talent of a 
capable artist, then I say, let the 
agency stay out of the picture. If, on 
the other hand, an exhibit is an im- 
portant, integral component of a 
selling unit, consisting of atmos- 
phere, product, and the sales talent 
that mans the display, then I say, 
the only way the client can get a 
fair shake is for the advertising di- 
rector and the agency to contribute 
all of their knowledge to the prob- 
lem. 


NO! 
(continued from page 45) 


to duplicate the facilities our clients 
already have in various parts of the 
country and in numerous different 
lines of products and services. 

We are vitally concerned with any 
and all aspects of business activity 
that affect the ultimate sale and use 
of our clients’ products. However, if 
we were to try to establish a broad 
definition of what we consider to be 
our agency’s primary responsibility, 
we could probably say it in one 
word: creativeness. And this does 
not apply to advertising alone. It 
applies to all phases of marketing. 


> We believe that we should be 
specialists in ideas. This is our prod- 
uct. The selling idea behind the 
printed advertisement, the television 
commercial, and the radio commer- 
cial. The idea for a consumer pro- 
motion. The idea for improved mer- 
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pare arp 


1 said we got exhibits to set up here! 


chandising techniques, improved 
packaging, better _ distribution, 
greater consumer acceptance. 

Sure, we make sales calls. We 
have built store displays. We have 
even set up and actively supervised 
in the field the complete sales and 
merchandising program for and 
during the introduction of a new 
product. But this is not really our 
business. That’s what sales depart- 
ments are for. 

Where we can make our greatest 
contribution is in creative planning. 
This is the most productive utiliza- 
tion of the agency’s reservoir of 
marketing experience . . . our staff 
of marketing, merchandising, and 
research specialists; our marketing- 
minded creative people and account 
managers. 

And so when it comes to buying, 
building, or supervising trade show 
exhibits, we leave it to our clients. 
It’s a sales function which they are 
better equipped to handle than we 
are. Trade show exhibits comprise 
an effective means of creating good 
will among dealers and buyers, in- 
troducing products to new prospects, 
and exposing sales and promotional 
programs to the trade. They provide 
an excellent opportunity to present 
complete advertising programs or to 
highlight certain outstanding facets 
of a campaign, such as a particular- 
ly good television commercial. 

The agency can be helpful here 
in counseling with our clients as to 
unique, dramatic, resultful methods 
of presentation. In other words, 
here again we believe that our 
agency can be most effective by 
contributing ideas. 


Agencies Ought To 


Belmont Corn Jr. 
The Displayers Inc. 
New York 


Obviously, there can be no hard 
or fast rule to determine the adver- 
tising agency’s role in buying ex- 
hibits. It will vary, and consider- 
ably so, from one agency to the 
other. There are, however, key de- 
termining points. 

The experience and knowledge of 


today’s qualified exhibit designer 
and builder is such that ever in- 
creasing numbers of companies 
work with their builders on an an- 
nual basis. Their knowledge of all 
exhibit requirements combined with 
an understanding of the marketing 
direction of the exhibitor, developed 
over months or years of close con- 
tact, well equips the exhibit builder 
with all of the required fundamen- 
tals to do an outstanding job of ex- 
hibit planning, building, scheduling 
and servicing. 


> Most agencies, 
knowledge of exhibition theory, 
practice, and techniques utilized, 
are not equipped to do an effective 
exhibit designing job when ll 
points are considered. Those agen- 
cies which, over many years, have 
developed exhibit experience equiv- 
alent to that gained by a compe- 
tent designer and builder in a 
single year, generally find that pur- 
chasing exhibits for their client is 
not economically practical. The 
planning, designing and _ follow- 
through needed just cost too much. 

The integration of exhibit plans 
in a company’s marketing program 
is all-essential. Thus, even though 
the agency does not actually pur- 
chase exhibits, it should definitely 
be asked to sit in on the planning 
status of any exhibit program and 
be consulted for direction of theme 
and detail of copy. 


having little 


> To my mind such a combination 
of talents, utilizing the greatest 
knowledge and experience of both 
agency and exhibit builder in serv- 
ing a common client, enhances the 
reputation to which both agency and 
client as well as exhibit builder can 
wholeheartedly subscribe. 


Agencies Not Set Up 
Arthur R. Tofte 
Manager, Advertising and Industrial 
Press Dept., Allis-Chalmers Mfg. Co. 
Milwaukee 


I do not believe that the average 
advertising agency is now consti- 
tuted to provide practical and 
economical help to its clients on 
exhibits. Smaller clients, with 
limited staffs, might welcome such 
help. But a service of this type is 
available and can usually be pur- 
chased at a reasonable price from 
exhibit builders who specialize in 
this activity. 

For the agency to be properly 
equipped to handle exhibit work, a 
system of compensation would have 
to be worked out that would repay 
the agency for this extra service. 
So far, most agencies are having a 
difficult enough time working out 





satisfactory compensation plans for 
such work as bulletin writing, di- 
rect mail, sales promotion mate- 
rial, etc. Exhibit work, which is un- 
even and unpredictable, would pro- 
vide an even more challenging 
problem for a fair fee. 


> This, however, does not mean that 
the advertising agency should for- 
get the exhibit work entirely. Cer- 
tainly the agency can help to ob- 
tain, through its own national con- 
tacts, data on the ratings of shows. 
Also, the agency should make sure 
that ad references to the show are 
made, and that good literature is 
available when needed. 

Actually, the agency should con- 
sider an exhibit as an excellent 
place to get its own people familiar 
with an industry. The truly smart 
agency might offer to provide a 
man or two to help staff a client’s 
booth. Most agency executives rec- 
ognize the need for their creative 
people to “get out” into the field. 
But because this is so time-con- 
suming, they don’t authorize enough 
of it. An exhibit is a tailor-made 
opportunity for the agency writer to 
bone up on what the industry is 
doing, how the competition stacks 
up, what’s new and talked about, 
etc. 


> One last word. An agency should 
never give the appearance of op- 
posing the spending of money on 
exhibits by the client. If there is 
doubt that the money is being wise- 
ly spent, the advice should be care- 
fully handled. In most companies, 
exhibits are a sales expense, rather 
than an advertising expense, and 
they are specifically designed to 
help the sales people do a job of 
demonstrating products to prospects 
who come to them. Advertising peo- 
ple should never get into the posi- 
tion of appearing to oppose any 
bona fide sales effort. 


Few Agencies Want In 
T. M. Lowe 
General Exhibits & Displays Inc. 
Chicago 


Our experience shows relatively 
few advertising agencies are offered 
or want a part in the display pro- 
gram of their clients. 

To us this is an error. 

Displays and exhibits must be 
considered as an integral part of 
any over-all advertising and sales 
program. As a part they must be 
fitted into the continuity of the 
program. 


> Trade shows, traveling exhibits, 
showrooms and sales meeting pres- 


entations are fields within the scope 
of the display designer, counselor 
and builder (more generally known 
as the “display house’). 

Their assignment, because highly 
specialized abilities are required, is 
to interpret (generally in shippable 
form) a three-dimensional presen- 
tation of the story the client desires 
to tell. 

It is here we believe an error is 
made if client, agency and display 
builder fail to combine their talents. 


® The agency ... to be sure the 
corporate identity, the sales ob- 
jective, and the design and copy 
treatment of their national adver- 
tising campaign carried into and 
throughout the display. 


@ The client . . . to be sure specific 
products, re-use of existing mate- 
rials, budget, timing and the de- 
velopment of leads are considered 
in proper relationship. 


@ The display builder ... to as- 
similate and interpret this thinking 
in terms of space, shape and three 
dimensional presentation. 


Thus we believe the advertising 
agency should play a part and has 
a highly important part in the ex- 
hibit and display program. 

A part which we believe can, if 
necessary, be limited to consulta- 
tion, but a very necessary role if 
the exhibits and display program 
of his client is to reach its optimum. 


Plan, Not Produce 
Richard J. Brown 
Sales Promotion Manager 
U. S. Plywood Corp. 
New York 


Trade shows represent a means 
of bringing sellers and prospects 
together. The exhibits in them 
serve to capture the prospect’s at- 
tention, show the product, and 
guide the salesmen in their selling 


~ YAPPO 
DOG BISCUITS || 


Well, anyone come up with an idea 
yet? 


efforts. In my opinion, this last 
function is the most important. 

A trade show is one of the rare 
opportunities when the buyer comes 
to the seller, rather than the normal 
sales activity where a manufac- 
turer’s salesman calls on buyers in- 
dividually. I feel that creation of an 
exhibit should largely be based on 
the accomplishment of a _ specific 
sales objective. It must be directed 
toward the type of customer at- 
tending the show and must offer 
good sales arguments for buying 
the manufacturer’s product. 

In the area of attracting atten- 
tion, showing the product, and giv- 
ing a sales message, the trade show 
exhibit is parallel to an advertise- 
ment. However, there is one very 
basic difference. A prospect reads 
an advertisement away from the in- 
fluence of the manufacturer’s sales- 
man. Thus the advertisement must 
in itself accomplish the objective 
of its writer. The trade show ex- 
hibit on the other hand is designed 
to be used as a supplement to a 
salesman’s actual sales approach. 


>In our company our field sales 
promotion managers attend each 
trade show . . and supervise the 
activity of the salesmen manning 
the booths. Through their frequent 
intimate contact with the sales ap- 
proaches, they transmit “needs” to 
us. We feel we are best equipped 
to put these needs into action... 
through a qualified experienced 
display manager. 

Any well-coordinated marketing 
program relies heavily upon the ad- 
vertising agency. It’s only logical 
that the agency’s thinking and 
planning should be reflected in an 
exhibit in a national trade show. 
In fact it is a must that with busi- 
ness paper advertising the same 
theme should be used throughout 
any integrated campaign, for maxi- 
mum effectiveness of the advertis- 
ing and sales promotion dollar. 

In our company there are fre- 
quent meetings between our ad- 
vertising agency and sales promo- 
tion personnel. Over-all campaign 
thinking is always reflected in both 
advertising and _ sales promotion 
activities, among which trade show 
exhibits are extremely important. 


Prefers Agencies 
Leonard C. Rennie 
President, Design & Production Inc. 
Alexandria, Va. 


Of course I believe that the ad- 
vertising agency should be involved 
in exhibits, at least until the agen- 
cy’s clients can do better for them- 
selves. Your man who takes the 


August 1957 ¢ ar ° 47 





negative has, in my by-no-means- 
humble opinion, failed to appreci- 
ate the potential value of a well- 
thought-out exhibit. He sees it 
chiefly as a “sales function” rather 
than a particular medium of com- 
munication. 

It is a medium; one which, prop- 
erly developed, can work for and 
with, or even in place of, the sales- 
man. Because the exhibit is a me- 
dium of communication rather than 
a stunt like a picnic or a cocktail 
party, it belongs among the re- 
sponsibilities of the agency to its 
client. And only when agencies do 
accept this responsibility will repu- 
table firms and high-level organi- 
zations cease to be represented by 
exhibits which in appearance and 
communication value are in no way 
comparable with the minimum 
qualities demanded in other media. 


> In our firm we say that “we take 
up where the agency leaves off,” 
but we prefer to work with a 
client's agency account executive 
because it is often easier to get from 
him a pitch instead of a gimmick. 
But in spite of our best efforts to 
involve the agencies, we rarely suc- 
ceed, so we have developed our own 
staff of idea and copy people and 
we find that it results in exhibits 
that pull inquiries, makes sales and 
in other ways pay their way. 

The real reason the agency pre- 
fers to stay away from exhibits is 
economic. The low frequency me- 
dium requires too many creative 
manhours for the dollar volume of 
the exhibit budget. But who says 
that an agency must limit its ex- 
hibit service charge to any par- 
ticular percentage of the cost of 
the exhibit? 

The trouble with Madison Avenue 
is that it is narrow-minded. It only 
covers a few of the more profitable 
media. It should spread out a bit, 
look around, move out of its rut. 


Agencies, Stay Out! 
W. T. Clawson 
Sales Promotion Manager 
Harris-Seybold Co. 
Cleveland 


I doubt if many of us would hire 
an architect to have our house 
painted. We realize that a good 
architect is the ultimate source of 
knowledge in relation to our house. 
However, we aren't going to pay 
the architect’s fee when we feel that 
a good painter has had more ex- 
perience and more knowledge. Most 
of us know what we want in re- 
gard to color, so why instruct an 
architect when we can go direct to 
the man who will actually do the 
job? 
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I believe the same applies to an 
agency when we want an exhibit. 
With the excellent exhibit builders 
and designers that are available, I 
see no reason to pay the fee of 
15% or more to the advertising 
agency. We should spend our com- 
pany’s money as if it were our own. 
Since advertising results are so dif- 
ficult to prove and advertising ex- 
penditures are so often the first to 
be questioned, we should make 
every effort to use our advertising 
dollars wisely. 


> Most sales promotion or adver- 
tising managers, consulting with 
their sales department, have a fair- 
ly concrete idea as to what they 
want to present or promote at an 
exhibition. It is fairly simple to go 
directly to the exhibit specialist and 
communicate the ideas. It will then 
have been given first hand to the 
specialist. There is no problem of 
instructions being confused by a 
second party. The specialist can also 
present his ideas direct to the client. 

If the majority of advertising 
agencies conformed to the excel- 
lent descriptions we read in the 
textbooks or agency brochures and 
if there were companies that would 
permit the agencies to conform to 
these descriptions of perfect effi- 
ciency, I would be on the opposite 
side of the argument. 

However, I am basing my judg- 
ment on my experience which, I 
must admit, is limited and on the 
basis of conversations I have had 
with many agency employes and 
advertising managers employing 
agencies. 


> If the agency is as close to the 
company operations as the com- 
pany employes then the agency 
might be used to buy exhibits. It 
is a sad commentary, but I believe 
if we are honest we will have to 
admit this close relationship does 
not exist in the majority of cases. 
Large accounts, yes, the thousands 
of small accounts, no. This fault 
should not be placed alone at the 


This isn’t exactly what | had in mind 
for audience participation, Smith. 


agency’s feet. Many companies will 
not permit such a relationship. 

Therefore, considering the ma- 
jority of agency relationships with 
the clients, I believe the agency 
should not be involved in buying 
exhibits. 


Both Can Work 
Charles V. LaRocco 
Vice president, 3 Dimensions 
Chicago 


The determination of whether it 
is more valuable to have agency 
participation or direct client-builder 
contact is a very difficult question 
to resolve. We have had instances 
of both working well. However di- 
rect contact between exhibit builder 
and client has many advantages, 
and were a hard and fast rule to be 
made, I feel that this arrangement 
has more real value. 

This close contact with the client, 
his product, the display require- 
ments of that product, the impor- 
tance of immediate communication, 
and the vast mass of technical de- 
tails for each job are more easily 
handled and understood through di- 
rect association. 

A top-notch exhibit designer and 
builder has the talents and abili- 
ties necessary to bridge the gap be- 
tween himself and the client. Direct 
contact will aid in the growth of 
a relationship between exhibit 
builder and client much in the same 
way as that between the agency and 
the client, the outcome creating a 
more desirable exhibit program. 


> Agency participation in the dis- 
play and exhibit phase of a client’s 
advertising and sales promotion 
program can sometimes be an asset, 
especially when the agency is work- 
ing directly on the client’s sales 
promotion campaign. Oftentimes the 
advertising agency is equipped with 
the attitude and abilities to design 
and/or consult with the exhibit de- 
signers, to create a show or series 
of shows which can be of real value 
to the client. 

With agency participation, the ex- 
hibit designer has an _ additional 
source from which to gather mate- 
rial. He can be in close contact with 
the proposed advertising program 
and might better integrate his ex- 
hibit designs to reflect these pro- 
motions. 

However, the attitude of the 
agency is a most important factor, 
and the desire to work together 
among client, agency, and exhibit 
builder is a necessary must in the 
successful completion of an exhibit. 


> We feel strongly that close asso- 





Jie IN-DOR 
DAY-GLO 


253% 


LOWER Cost 


THAN ANY OTHER 
FLUORESCENT COLOR 


For the first time, advertisers and agencies 
can use the impact of fluorescent screen color 
indoors ...at costs comparable to ordinary 
colors! Switzer Brothers new IN-DOR DAY-GLO 
costs 25% less per gallon and is designed 
specially for use on inside displays, wall and 
window banners, counter cards, price tags 
plus packaging, magazine inserts, direct mail 
and labels. Ideal, too, for short-term, high- 
impact outdoor use at low cost! 


IN-DOR DAY-GLO comes in the same eight 
brilliant colors as genuine Switzer Sunbonded® 
DAY-GLO. Free color guide is yours for the 
asking. Write Switzer Brothers, Inc., 4732 
St.Clair Avenue, Cleveland 3, Ohio. 





ciation must be maintained during 
the design, development, and con- 
struction of a single exhibit or a 
total year’s program and feel that 
this close contact can best be ac- 
complished and progress unencum- 
bered if the client works directly 
with the exhibit builder. However, 
the successful outcome depends only 
on the interest and industry of 
those involved, not whether they 
are titled client, agency or exhibit 
builder. 


Confusing, Impractical 


Domenico Mortellito 

Manager, Design & Exhibits Section 
E. |. duPont de Nemours & Co. 
Wilmington, Del. 


Thanks for invitation to take part 
in your symposium in print. Have 
read both comments regarding the 
question of whether or not adver- 
tising agencies should buy exhibits 
for their client. Agree with both 
answers. They indicate that adver- 
tising agencies know very little 
about exhibits. Even if these two 
agency statements agreed on the 
basic aims and functions of an ad- 
vertising agency, they would still 
have to go far to resolve a number 
of more important things concern- 
ing exhibits. 

Here goes! 


@ Agencies 
exhibits. 


can’t afford to handle 


@ Exhibits are already expensive 
without an additional agency plus. 
Exhibitors can’t bear the additional 
charge. 


e Agencies do not have the neces- 
sary know-how on exhibit evalua- 
tion, in terms of space, of attend- 
ance, of customer and_ product 
evaluation, or of motivation § of 
sales efforts as against motivation 
of buying impulse at exhibits. 


e Exhibits are not only a sales 
function they are the combined 
job of advertising, public relations 
and sales promotion; particularly, it 
is the job of professional design to 
give three-dimensional form to the 
sales and advertising message. 


@ Exhibit design is the most impor- 
tant single element, 
idea is established. 


once a _ sales 


> It is not proper or practical to 
impose upon agencies or to request 
that they take a firm stand on buy- 
ing or not buying clients’ exhibits. 
This action would be presumptuous 
and embarrassing. The exhibits 
business is not any longer a “seat 
of the pants” business. Today, in- 
dustrial designers, sales and ad- 
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vertising men assume professional 
roles in it. 

Exhibits are a many faceted, 
three-dimensional, sales and adver- 
tising medium in their classifica- 
tions and uses. 


> From a designer’s point of view, 
working from within the blood 
stream of a company, exhibits re- 
quire special handling, classifica- 
tions and applications, if they are 
to be: 


® Portable. 

® Permanent, flexible, modular, in- 
terchangeable. 

® Reusable, throw-away, 
lar or monumental. 

® Miniature or 
operating. 

© Built for customer 
from a fixed point. 

® Mechanized for mobility, or 

@ Mechanically able to convey cus- 
tomers through them. 


spectacu- 


self- 


mechanically 


observation 


Whether you take them to the 
customer, or the customer comes 
to see them, it will be burdensome, 
complicated, and confusing to relate 
these many types of exhibits to 
other media and standard practices. 


» Advertising agencies can discuss 
and explore ideas, plans, over-all 
goals with exhibit design and con- 
struction people. But it is not fair 
to ask them to take a stand on 
something for which they are not 
professionally qualified. 

Exhibit design and construction 
people who work from within the 
framework of a company. are 
trained and equipped to do this job. 
Advertising agencies are not! Let’s 
not put the agency between their 
clients and their clients’ personnel 
or clients’ services. This is poor 
agency-client relations. 


> In 20 instead of 200 words? No! 
Advertising Agency Buying of Ex- 
hibits. It’s confusing, impractical, 
expensive, poor client relationship, 
not professionally competent. 


‘Clean Chin’ Museum 
Opened by Remington 


In spite of the growing tendency 
of bongo players to grow full, lush 


“face-brushes,” Remington Rand 
has taken a firm stand in the “clean- 
chin” department by opening what 
is undoubtedly not only the first, 
but the only “shaver 
the country. 
Established by the Electric Shav- 
er Division of Remington Rand, the 
museum boasts such time-honored 
face-scraping devices as sharpened 


museum” in 


clamshells, honed rocks and knife- 
sharp bones used by, of course, 
America’s first admen. 

Also included in the museum are 
shaving utensils from Ancient 
Rome, stone razors used by Indian 
tribes of Peru more than 30 cen- 
turies ago, and Korean and Chinese 
razor coins. 

An additional highlight of the 
museum is a display of electric 
shavers dating back more than a 
decade ago when they were first 
introduced in the United States. 
These ancient electric shavers are 
displayed next to the latest models. 

Remington is offering its lat- 
est model shaver in exchange 
for unusual or old mechanized shav- 
ers. Admen, who remember seeing 
one of the old-time mechanized 
razors that were powered by steam, 
gas, spring-action, etc., stored in 
Grandpa's attic can take advantage 
of the exchange offer by writing 
to Box 1433, New York 46. 44 


Showtime ... 


Miscellaneous Aids 
Listed for Exhibits 


Offering a passing parade of 
what’s new in booth materials and 
maintenance aids, the following col- 
lection is passed on for your in- 
spection with AR’s hope you'll find 


something of particular interest. 


Magic A three-pound unit 
Painter with a_ self-con- 

tained motor, the 
Rotary Magic Painter from Napco 
Inc., Cleveland, is reported to be 
able to spray paint an area the size 
of an ordinary room in less than 
30 minutes. 

Pumping the paint from a twist- 
on aluminum can, the unit has a 
gate-like opening that controls the 
amount of paint sent out from a 
fine line to a foot or more spread. 

According to the company, the 
Rogers rotary painter is adaptable 
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Magic Painter Napco Inc. reports 


its new Rogers rotary spray-painter is 
able to paint a room-size area in less 


than 30 minutes. 





to water or oil paints, capable of 
stenciling, and has even been used The forms are about te clase and we can't think of a new way 
to apply a fine oil spray to finished fo present our prodsccl. We've told you aboot our ton 
machine parts. quclity and low 

Additional details can be ob- | 
tained from Napco Inc., 3471 Fair- | 
mount Blvd., Cleveland 18. 


yoUR NAME HE! 


8. 1 you ail to gat this information and goa 
boas finds out how he could have had an entire ad- 
in the finest natural color, at our 

2 be the situation wanted column for you. 


CURT TEICH & CO., Inc., 1733 W. Irving Park Rd., Chicago 13, LF 


Send free literature checked 
Salesman will call upon request) 


One-Man Booth . . . Introduced by De- 
sign and Production Inc., this portable 
booth can be set up without tools, comes 
in a choice of weatherproof finishes. 


} circular on the uses of post cards 
and direct mail media. 
Name 
[ Media kit (for Adv. Agency only) 
Firm Name 
[ Estimate and Information Sheet for 
/ the creation of natural color circu- 
lars, brochures and catalogues. 


One-Man A portable, one- 
Booth man booth that can 
be set-up in ten 
minutes without tools and knocks 
down into flat parts for easy stor- 
age has been introduced by Design 
and Production Inc., Alexandria, 
Va. 
Made of heavy, marine plywood, 
the booth is equally suitable for in- >. 
door or outdoor exhibits. Aluminum Advertising 
rods support a waterproof canvas e 
canopy and copy can be silk- R 
screened on two sides. Storage shelf equirements 
and door are built-in. Retail price 
ee sales power in the $3 billion 
Additional information is availa- ‘ : a 
ble from Design and Production advertising-production-merchandising 
ee a een market, call your AR representative today. 


FOAMstep An _ energy-saving Advertising Requirements, 200 E. Illinois St., Chicago 
From Capex exhibit carpeting 

that has embossed 
vinyl permanently bonded to 
springy foam-rubber has been in- 
troduced by the Capex Co., Evans- 
ton, Il. 

Special features of FOAMstep in- 
clude tight floor-gripping, non- 
curling, and easy cleaning with 
nothing more than a wet cloth. 

The surface texture is designed 
to resemble tweed, and the color 
choices are green, beige, or gray. 
Retail price of the carpeting is More cat inn Lime 
$7.95 for a lineal yard 54” wide, or 
$4.15 for a 27” width. Cooking at Strauce Erhibite { 


Company trademarks can _ be 


esearch” ALARA A 


. for more details circle 336, page 97 MAIN OFFICE & PLANT @ 3524 THIRD AVENUE @ 


Address 
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Some of todays most exciting de 


being done for exhibits. Hers 


today’s most exciting projects. 


; 


the nation’s leading exhibit builders 


The designing of an exhibit presents challenges unequalled 
by any other medium. It combines the principles of layout, 
typography, color, sound, and the handling of space, in an 
effort to attract visitors who are pressed for time. It must 
inform, educate, inspire, select, sell. 

In addition to all this, it must be structurally sound, pack 
into small crates well enough to travel safely, must be capa- 
ble of erection and dismantling in short order with the mini- 
mum of tools and of labor. 

The designer of an exhibit must possess a combination of 
talents. In addition to having a sense of design, he must have 
some of the talents of the architect, the engineer, the copy- 





writer and the salesman, not to 
speak of the diplomat who can steer 
his ideas through the conflicting de- 
mands of the client’s many depart- 
ments concerned with exhibits. 


>» Among the exhibits illustrated 
here are examples of many different 
techniques, approaches determined 
by the demands of the story that is 
to be told and the audience that is 
to be reached. Each was designed 
to solve a specific problem and each 
demonstrates the ingenuity that is 
demanded of the exhibit builder. 


The key spot of this exhibit, pro- 
duced for Koppers Co. Inc. by 
Gardner, Robinson, Stierheim & 
Weis, Pittsburgh, is a _ turntable 
carrying contour chairs. As the visi- 
tor relaxed, he was slowly carried 
around into a darkened area. Dur- 
ing this two minute ride he was ex- 
posed to a low-pressure, glow-in- 
the-dark illustration and copy story. 
Designer was Richard F. Koplar. 


When your company sells to many 
different markets, you must change 
your story for each show at which 


you exhibit. Yet each display 
should, for maximum effect, seem 
to be designed especially for that 
group. Richard Raggi, McAleer Dis- 
plays, Chicago, had such a dilemma 
in designing an exhibit for Hazel 
Atlas Glass Co. The circular open- 
ings contain colored transparencies, 
while the pastic shelf in front of 
each holds an actual sample. The 
island stands are lighted from 
above and below. The transparen- 
cies and samples are easily changed 
without altering the exhibit struc- 
ture itself. 

Interest is added to the exhibit 
by building in a flasher, which 
lights the transparencies succes- 
sively. 


The designer, Michael Cridland, 
Gallo Display Co., Cleveland, was 
faced with the problem of showing 
each of the many types of utensils 
produced by Revere Copper & Brass 
Inc., Rome, N. Y. Because the uten- 
sils themselves are beautifully de- 
signed, and have excellent eye ap- 
peal, it was decided to inlay them 
halfway in a clear plastic wall 8 
high and 23’ long. With the plastic 
wall placed well in front of the solid 


background, and brilliantly lit from 
the front, the illusion is created that 
the utensils are suspended in space. 
Small golden stars, twinkling at 
random on the blue backwall, add 
to the illusion. Room is also pro- 
vided for a display of national ad- 
vertising, for new products, for 
seating, and for semi-private office 
space. 


The major design problem was 
to integrate the display of a line 
of lamps into a room used primari- 
ly to demonstrate restaurant light- 
ing techniques. Rather than use 
traditional product panels, art di- 
rector Oliver Boza, Harvey G. Stief 
Inc., Cleveland, employed the lamps 
as decorative elements in a color- 
ful mural which spans an entire 
wall. 

Each group of lamps is superim- 
posed over a stylized painting which 
suggests the application of that 
group, whether auto, marine, air- 
craft, and so on. Each group is fur- 
ther delineated by a ceiling-hung 
frame of narrow aluminum chan- 
nel which conceals slimline light- 
ing. 

This permanent display is in the 
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635 West 54th St., New York 19, N.Y. - JUdson 6-8800 


440 Advertising Managers 
requested further information 
about products or services men- 
tioned editorially in a recent 
issue of AR. 


AR GET 


Avid Readership 
Avid Response 


TEL-A-STORY COMMANDS 
ATTENTION! 


Gives Your Product 

A Colorful 

Moving Message 

That Sells 

The Tel-A-Story 


PEPS UP POINT Automatic Projector 
OF SALE... will sell your prod- 
STIMULATES SALES uct using twelve 
MEETINGS 35mm or 2” x 2 

square transparen- 
cies on a 156 sq. in, picture screen, 
Copy changes automatically every six 
seconds. Economical to own and use. 
Ideal for any type product or service. 


DRAWS CONVENTION 
CROWDS... 


Write Dept. R. 


for illustrated brochure 
and prices 
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523 Main Street, Davenport, lowa 
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SERVICE 


General Electric Lighting Institute, 
Nela Park, Cleveland. 


5. The Ultimate in Compactness 

Here is an exhibit, designed by 
Donal McLaughlin Jr., Presentation 
Associates, Washington, for the 
AFL-CIO, which opens to a display 
5’x3’6”x2’, plus a 1x3’ headboard, 
which fits in a flat fiber box only 
2x5x2” and weighs only 25 pounds. 
Made of corrugated cardboard, with 
pictures, copy and literature display 
mounted to the flat surfaces, the ex- 
hibit is lightweight, inexpensive, 
and easily set-up, either on a table, 
or on simple pipe legs for an island 
display. 


6. Up In the Air 

When there isn’t enough floor 
space, but unlimited height, an ex- 
hibit can go up. In an area only 
22’6” square were included an in- 
formation center, travel promotion, 
a private lounge area, and a re- 
volving airplane type beacon to at- 
tract attention. 

The entire framework of this ex- 
hibit was of structural steel, needed 
to support the _ superstructure, 
which reached 24’ into the air. A 
steel staircase gave access to the 
lounge. Natural woods and sprayed 
lacquer surfaces carried out the 
color scheme. 

Design for BOAC was by Beverly 
Pick Associates, London, and the 
exhibit was built and installed by 
Strauss Decorating & Exposition 
Co., New York, with Arthur Sessa, 
art director. 


7. Working model 

For a demonstration of the work- 
ing of an auto clock, a model, ten 
times as large as life, was made of 
clear plastic. Its moving parts, 
which ended up by showing the 
correct time, was an eye-catcher 
for this 8x10x4’ island display, de- 
signed by Norman A. Polacheck, 
Hartwig Displays, Milwaukee, for 
Borg Products’ installation in the 
Ford Rotunda. The actual instru- 


ll. Wheel of 
Fortune 


ment panel showed the clock in po- 
sition. 

The back of the exhibit showed 
the internal workings of the clock, 
plus an audience-parficipation fea- 
ture that demonstrated how little 
electricity the clock used. 


8. Live Action 

For an exhibit in the Merrill 
Lynch Information Center in New 
York’s Grand Central Station, De- 
sign-Built Studios, Long Island 
City, used a pair of actors to hold 
an audience long enough to get 
across an intelligent answer to the 
question “How much life insurance 
is enough?” 

The presentation was built around 
a scale of life, in which the hus- 
band’s income and savings balanced 
the family’s living expenses. His 
death introduced an_ imbalance 
which was corrected by the intro- 
duction of a life insurance policy. 

From this scene, the action shifted 
to the analysis of a family’s needs. 
This was done quickly through a 
set of 4,000 pre-prepared IBM 
cards, a sorter and an automatic 
typewriter which punched out the 
answer to typical family situations. 

Visitors were invited to leave 
their names and addresses for a 
free analysis of their needs. Wil- 
liam Kissiloff was art director on 
this project. 


9. Multiple Projectors 
How can you tell a 60’ story in 
20’? One answer was that developed 
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12. Self-Manned Exhibit 




































13. Rotating Motor 


by Lee Drechsler Design Associates 
for Ford Instrument Co. The client 
does work for the U.S. government 
in six highly technical and diversi- 
fied fields. At first it seemed that at 
least 10’ would be needed even to 
touch upon the story of each divi- 
sion. The solution was to use Tele- 
Story projectors, each in its own 
case, and showing series of color 
slides on 24” polarized screens. 

Another interesting feature is the 
fact that all copy in the exhibit was 
set in type and proof pulled on silk 
screen paper. 


10. Spectacular Exhibit 

For the Instrument-Automation 
Conference, Beckman Instruments 
Inc. wanted to combine, for the first 
time in a trade show, its six sepa- 
rate divisions. The main exhibit, 
20’ high, with a 20x50’ floor area, 
made the name visible from any 
spot on the show floor, while the 
lower section held live demonstra- 
tions of the instruments, with ap- 
propriate backgrounds which cov- 
ered the phases of industry in 
which these instruments were used. 

In conjunction with the main ex- 
hibit, an information and sales area, 
20x30x15’, was set up directly across 
the aisle. This gave each division 
a separate area in which more de- 
tailed discussions could be carried 
on with prospective clients. 

Robert Pereslete, Tabery Corp., 
Los Angeles, was the designer re- 
sponsible for this exhibit. 


11. Wheel of Fortune 

Putting glamor into essentially 
unglamorous products is a task that 
is often faced by exhibit designers, 
but rarely as successfully handled 
as in this exhibit designed by Nils 
Melin, Jenter Exhibits, Mount Ver- 
non, N.Y., for Cities Service Oil Co. 
High spot was an electrically oper- 
ated wheel at the far left of the 
exhibit. Small cans of Cities Service 
home products were given away as 
prizes. 

Animation and lighting added in- 
terest to other sections of the ex- 


hibit. Instant product recognition 
was obtained by use of the familiar 
green and white used 


in Cities 
Service gasoline stations. 


12. Self-manned Exhibit 

With the actual product the cen- 
ter of interest, this island display, 
in only 4x8’ of floor space, manages 
to show three separate installations. 
Enough additional information is in- 
cluded so that the visitor gets all 
essential facts without the presence 
of a salesman. 

Designed for Elkay Mfg. Co. by 
Charles V. LaRocco and James 
Walker, Three Dimensions, Chicago, 
and installed in the Natl. Housing 
Center. 


13. Rotating Motor 

To show off the controls for jet 
engines manufactured by Bendix 
Aviation Corp., Designer E. Esch- 
baugh, Merchandise Displays, Day- 
ton, came up with this scaled-down 
wooden model of an actual engine, 
on which he mounted full-size 
dummy controls in, their normal 
location. 

The engine, with a metallic finish, 
is suspended over a large pedestal 
with diffused illumination coming 
upwards. It turns slowly in its 
mounting, exposing the various 
controls. Further explanation is 
provided by illuminated copy and 
illustration in the header. 


14, Nine Bolt Exhibit 

Nine bolts were all that are 
needed to make a unit of this open 
exhibit, designed by Michael Grivas, 
General Exhibits and Displays, Chi- 
cago, for Mead Johnson & Co. The 
metal frame structures were self- 
standing, and only the canopy, 
which tied together the _ units, 
needed bolting. 
























































15. Foreign Atmosphere 





14, Nine Bolt Exhibit 


A unique feature was a talking 
package, which enabled the exhibi- 
tor to bring a message to visitors 
without disturbing the comparative 
calm and quiet of the display. Each 
box contained a miniature radio re- 
ceiver which was tuned in to a tape 
recorder in a storage closet. A loop 
antenna was concealed in the cano- 
py and broadcast a message to the 
receivers which was audible only 
when the box was held to the ear. 


15. Foreign Atmosphere 

To present the essence of a for- 
eign country to the citizens of the 
United States, The Displayers Inc., 
New York, adapted Venezuelan 
forms of architecture and design to 
come up with an exhibit that was 
both acceptable and exciting. It 
used sound, rear-view projectors 
and other types of animation. 

While originally designed for the 
U.S. World Trade Fair at the Coli- 
seum, it had to be versatile enough 
to fit an entirely different type of 
space at the Oklahoma Semi-Cen- 
tennial Exposition, and then, after 
further appearances at other U.S. 
Expositions, break down into three 
separate exhibits to be shown in 
Venezuela. The text, of course, will 
be translated into Spanish. 44 
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By Richard L. Clark 
Advertising Promotion Manager 

Moto-Mower Company 
Richmond, Ind. 


A lazy “man in the hammock” is 
selling Moto Mowers faster than a 
squirrel chasing a blue jay. 

The lazy man is one of a half 
dozen point-of-purchase displays 
which Moto-Mower distributes to 
energetic dealers. The colorful dis- 
play is elevated from the floor and 
permits the dealer to get one of his 
Moto-Mowers in easy view of pro- 
spective customers. Moto-Mower’s 
exclusive features are listed in pan- 
els in the display, which is made 
available to dealers for $5, about a 
third of its actual cost. 

But the lazy man in the hammock 
display alone would probably not 
sell very many mowers if it were 
not supported by a strong national 
and local co-op advertising cam- 
paign and localized publicity pro- 
duced by Clark & Bobertz Inc., na- 
tional advertising and public rela- 
tions agency, Detroit. Life, Saturday 
Evening Post, House Beautiful, 
Sunset, Better Homes and Gardens, 
and other national magazines, punch 


You can’t relax in a field as highly competitive as power mowers today. 
Here’s how consistent promotion has brought Moto-Mower up near the top. 


out the Moto-Mower message. And 
the same theme is carried out in 
key city newspaper ads all over the 
United States. Each ad carries a 
preferred dealer listing. 

Besides the national newspaper 
and magazine advertising there is a 
huge schedule of key city tv adver- 
tising. 


> Moto-Mower preferred dealers 
are urged to follow the key city ad- 
vertising with individual ads 
through the grass-growing season. 
Moto-Mower shares the cost of 
these local level ads on a 50-50 un- 
limited co-op basis. Co-op adver- 
tising includes tv, as well as radio 
advertising, and dealers have found 
that tying into a campaign such as 
this pays off. 

One dealer who sold 50 mowers 
was able to double his sales by 
capitalizing on national and _ local 
campaigns. 

Each preferred dealer is sent an 
attractive window display kit which 
includes streamers, jumbo display 
cards, wall charts, authorized deal- 
er decals and consumer folders. 


> Every national magazine ad carries 





Selling Mowers 
rom a 
Hammock 





a coupon which offers a free lawn 
care folder to homeowners. All cou- 
pons which are received are sent to 
the Moto-Mower distributor in the 
particular territory where they orig- 
inate. The distributors in turn ad- 
vise the dealers nearest to the 
source of requests. 

The lawn care folder which is 
called How We Built the Most Beau- 
tiful Lawn in Town has been made 
available to dealers as a giveaway 
to persons who visit the store or as 
a direct mailing piece. The folder is 
packed with useful suggestions on 
making and maintaining a lawn and 
it is proving to be a terrific selling 
aid. Dealers are charged $2.00 per 
100—$15.00 per 1,000. 


>Moto-Mower’s sales-producing ad- 
vertising is being personally super- 
vised by L. A. Clark, president of 
the agency bearing his name, who 
uses his own lawn as a “laboratory.” 
Every mower must perform exactly 
as the advertising says. He has 
been an interested spectator at 
salesman’s tests of the new models 
they are expected to sell, and he has 
carefully noted the performance of 
each rotary and reel that has been 
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Mobile Demon- 
strator .. . With 
two experts, this 

car covers the 

country from New 
York to the 
Dakotas. 


sent to the proving ground for the 
roughest punishment a mower could 
get. 

Closely coordinated with Moto- 
Mower’s “touch and mow” adver- 
tising is localized publicity which 
Clark & Bobertz’s public relations 
director, Bill Reed, pegs to dealers 
and distributors in each area. This 
is in addition to national stories on 
lawn building, mowing and develop- 
ment. 

“Who says there is nothing glam- 
orous about a lawn mower?” quips 
Bill Reed as he produces pictures of 
one of the new Moto-Mower models 


From Sales Aids Show ... 


Exhibitors Come Up With 
Unusual Promotion Ideas 


A variety of new and interesting 
sales promotion items — including 
a still-to-be-developed idea from 
Canada — highlighted the fourth 
National Sales Aids Show, held at 
New York’s Hotel Statler May 27- 
29. While most of the items had 
previously been introduced at other 
shows, there were several “first 
time” attractions. 

Probably the most completely 
new item was an “idea” brought to 
the show by inventor J. Edgar 
Bouchard of Quebec City, Quebec, 
who was seeking U. S. advertising 
people interested in developing his 
invention. The Bouchard device, 
tentatively named “Top 20,” permits 
showing of 30 rotating messages on 
one outdoor bulletin site of 20 ads 
in one point-of-purchase installa- 
tion. 

Unlike most other multiple-mes- 
sage devices, Top 20 requires no 
projectors. It has a series of verti- 
cal panels which change automatic- 
ally every 13 seconds, fitting to- 
gether to present a new message 
with each change. The p.o.p. version 
presents 13x27” messages; the out- 
door type, 10x40’. 

Top 20 is already being offered on 
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piloted by the beauteous Sue Ter- 
brueggen, teen-age daughter of the 
agency's media director, Robert 
Terbrueggen. The pictures have 
been used in practically every trade 
publication in the hardware and 
gardening field, as well as in a few 
consumer publications. 


> Touring the United States wher- 
ever the grass grows is a Volkswag- 
en manned by two Moto-Mower 
sales and service experts. They set 
up displays, give demonstrations 
and arrange for servicing of Moto- 
Mowers. 


a contract basis in Canada, with 
monthly “space rates” offered. 


Claude Alain Advertising Co., Que- 


bec City, has been assigned exclu- 
sive Canadian rights. 

Mr. Bouchard was also showing 
a product display unit, which fea- 
tures a series of 10 rotating trays, 
each containing a 10x10x33” display 
unit. Plans have been made to in- 
stall several of the units, called Ro- 
Tray, in a location near Times 
Square as a new products exhibi- 
tion. 


Mailable 
Viewer 


Already available 
is a new transpar- 
ency-viewer mail- 
ing unit introduced by Shurber 
Corp., Los Angeles. Called Ado- 
rama, the compact 312x6” unit in- 
cludes a pop-up viewer holding a 
35mm transparency and a compart- 
ment with a die-cut window into 
which a letter or literature can be 
enclosed. 

The unit folds completely to serve 
as a self-mailer. It is approved for 
third class mailing and weighs less 
than an ounce without enclosures. 
The collapsible viewer automatical- 
ly pops up, displaying, through a 
plastic lens peep-hole, a 35mm film 
transparency. 

Price, including two-color print- 
ing of the folder and duplicating 
of a color transparency, ranges 
from 35c in 500 quantities to 20c 


Today’s Moto-Mower’s sales and 
service through a huge network of 
dealers and distributors is adding 
many new customers to the already 
phenomenal sales record. Moto- 
Mower sales last year went up 47%. 

Most of the credit for Moto-Mow- 
er’s result producing program goes 
to Allen W. Greene and his assist- 
ant, Joe Louda. A few months ago 
Mr. Greene was named vice presi- 
dent and general manager of the 
Moto-Mower Division of Detroit 
Harvester and was succeeded as 
sales manager by Mr. Louda, who 
had been his No. 1 man in the sales 
hit parade. While now concerned 
with the problems of production, 
Mr. Greene has not, for a minute, 
taken his eye off the sales graphs 
and still keeps his finger in the ad- 
vertising pie. 

“A good sales program needs the 
effective support of strong, advertis- 
ing and public relations, as well as 
top notch servicing and ace high 
quality control,” declares Mr. 
Louda, to which Mr. Greene adds 
“amen.” 

Moto-Mower is making its adver- 
tising dollars count. 44 


in quantities of 100,000 or more. 
Samples and additional details are 
available. 

. » +» for more details circle 327, page 97 


Portable 
Projector 


Also on display 
was a new auto- 
matic 35mm _pro- 
jector-viewer which folds to a 
compact 612x11x3” and weighs less 
than five pounds. Manufactured by 
Camera Optics Mfg. Corp., New 
York, the portable projector sells 
for $37.50. 

The unit, called the C.O.C. table 
viewer, has a built-in 6x6” screen 
and operates on both a.c. and d.c. 
current. It is housed in a rugged 
all-steel carrying case and holds 
and restacks up to 36 siles. It has 
a built-in automatic slide changer, 
which will accept most types of 
2x2” mounts. A six-page folder de- 
scribing the unit is available. 

. - » for more details circle 328, page 97 


Self-Adhesive 
Gold Signature 


Hastings & Co. Inc., 
Philadelphia, drew 
special interest for 
its new Goldmark Personalizer. The 
new item is an adaptation of the 
widely used Goldmark gold foil, 
which is used to personalize ad- 
vertising specialties and other items. 
The foil is placed on any surface 
and a name or message is written 
upon it with a ballpoint pen or 












other instrument. The written mes- 
sage is thus transferred onto the 
surface in 23K gold. 

The Personalizer has a strip of 
black vinyl with a self-adhesive 
backing below the Goldmark foil. 
Names or messages are transferred 
in gold onto the vinyl, which, in 
turn, can be applied to any surface. 
The Personalizer strips, which come 
both in standard 1x3” and custom 
sizes, can also be printed in quan- 
tity. 

Prices range from $20 to $30 per 
thousand, depending upon the 
quantity ordered. Samples and addi- 
tional details are available. 

- ++ for more details circle 329, page 97 


Same-day Admaster Prints 
Processing Inc., New York, 

announced a new 
service, offering same day service 
on all types of 35mm, lantern or 
Vugraph slides in either black and 
white or color. 

The complete list of over 200 Ad- 
master photographic services and 
prices is featured in a 24-page 
booklet available from the company. 

- » + for more details circle 330, page 97 


Aluminum Easy Easel, a prod- 
Easel uct of Deal Slide- 

Lock Devices Inc., 
New Canaan, Conn., offers a versa- 
tile method for presentations. De- 
signed for use both as a floor and 
table easel, it has a 28x37” panel 
and detachable card tray. 

The easel is 3’7” when fully 
lowered and raises to 6/2”. The 
frame and panel are aluminum and 
weigh 15 lbs. The unit is attractive- 
ly designed for executive presenta- 
tions. The basic model is priced at 
$63; a deluxe model at $75. Litera- 
ture is available. 

- . + for more details circle 331, page 97 


Heavy-duty A new heavy-duty 
Turntable turntable, carrying 

the Underwriters’ 
Laboratories label, was shown by 
Electro-Motion Corp., Buchanan, 
N. Y. The turntable, which comes 
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There’s one at every hole... 
the greenskeeper’s salary. 





















Exact power needs for your display 


SYNCHRO” 


DISPLAY MOTORS 
P . “Workhense of the industry 














UL AND CSA 
APPROVED 














Depend on Synchron for economical P.O.P. sales 
power —quality-built by Hansen — TOPS IN POP! 















































Synchron ‘30’ Super Hi-Torque Synchron 20” Hi-Torque 
Specially built timing motor for Standard timing motor for long 
short run displays — turntables, run display jobs — action signs, 
action signs, all POP motion. turntables, display wheels, etc. 
Guaranteed torque 30 in. oz. at Easily adapted to special display 
1 RPM. Easily adapted for special movements. Guaranteed torque 20 
display movements. in. oz. at 1 RPM. 




















HANSEN MANUFACTURING CO., INC.E 
Princeton 11, Indiana 


for free engineering assistance and more Synchron facts, write or call today! 























Hansen Representatives The Fromm Co., 5150 W. Madison St., Chicago, Ill.; Winslow Electric, 123 
E. 37th St., New York, N.Y., Electric Motor Engineering, Inc., Oakland, Calif., Los Angeles, Calif.; H. C. 
Johnson Agencies, Inc., Rochester, Buffalo, Syracuse, Binghamton, New York. 
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in several models, features lifetime 
built-in lubrication, a one-piece cast 
base for extra durability and a one- 
year guarantee. The 5 lbs. unit is 
tested to handle 250 lbs. and is said 
to operate on 115 volt current at less 
than lc per day. A product folder 
showing all models is available. 

. . » for more details circle 332, page 97 


Traveling 
Flannel Boards 


A compact flannel 
board unit was of- 
fered by L. A. 
Whitney Associates Inc., Trumbull, 
Conn. The portable unit measures 
2’x3’x3” folded and opens to 3x4’. 
The board and zippered canvas 
carrying case weigh about 10 lbs. 
Called Red-I-Vue Special, the unit 
sells for $45, including case. 
Whitney also showed its new 
“Handy” flannel board, which opens 
to 28x60”, yet folds to 20x28x34” 
and weighs just 12 lbs. with case. 
The Handy unit sells for $17.50 and 
its case, $7.50. Additional details are 
available. 
. «+ for more details circle 333, page 97 


Plastic Sign Has 
Changeable Letters 


A one-piece plastic sign with in- 
terchangeable letters for copy 
changes has been introduced by the 
Emet Plastics Corp., New York. 


~ 


Copy-Changers . . . a vacuum-formed, 
one-piece translucent plastic sign has 
removable letters for changing copy. 


Ideal for use in spots where spe- 
cials or price changes are needed, 
the signs have grooved channels 
set in vacuum-formed translucent 
vinyl plastic holders. The remova- 
ble block letters are made of clear 
acetate dyed a transparent red. 

The signs are available with or 
without electrical illumination, and 
may be ordered in any desired 
shape or size. A font of three-di- 
mensional block letters is included 
with each sign and extra letters may 
be ordered if desired. 

Additional information is avail- 
able from the Emet Plastics Corp., 
E. 168th St. at Park Av., N.Y. 44 
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Stout outdoor baked enamel metal 


signs represent the lowest cost and 
the most effective means of ad- 
vertising a product or service and 


identifying a dealer. 


The Stout Sign Company is now 
serving many of the nation’s lead- 
ing advertisers. Your sign program 
can be placed in our hands with 
complete confidence. 


4 STOUT SIGN 


FOR CATALOG 
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Ceiling Used For 
Life-Size Display 


A display unit that stops in-store 
traffic is being supplied to building 
materials dealers by Simpson Log- 
ging Co., makers of Forestone 
acoustical ceiling tile. 

The display places the product 
where it naturally belongs — on the 
ceiling — and is so life-like that 
passers-by almost stop to lend a 
hand. 

Bay Displays, Berkeley, in col- 
laboration with Merchandising Fac- 
tors Inc., San Francisco, Simpson’s 
agency, developed the cut-out of 
the young “do-it-yourself” couple. 
The people are life-size, in natural 
color. They are silk screened, in 
seven colors, using process nega- 
tives for continuous tone. The three 
sections are cut out of corrugated 
cardboard. A telescopic pole on the 
back of the man allows for vertical 
adjustment of the figure. 

In addition to the eye-catching 
pieces, there is an arrow which 
hangs from, and points to, the ceil- 
ing, and a literature rack which can 
stand on a mass display of shipping 
cartons. Another literature rack is 
attached to the ladder, along with a 
large sign. 44 


Life-like Display . . . Couple installing 
ceiling tile stops traffic for Simpson in 
building supply stores. 


Aluminum Spectacular 
Developed by Reynolds 


The outdoor sign field has taken 
another step forward with the de- 
velopment of what is believed to be 
the first all-aluminum, 3-D spec- 
tacular by Reynolds Metals Co., 
Louisville. 

Manufactured by General Out- 
door Advertising Co., the sign has 
an all-aluminum frame, back panel, 
facing and 3-D projections. 
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All-Aluminum . . . David F. Beard (cen- 
ter), James C. Bjorkholm (left) and 
James Carey of Reynolds Aluminum 
Co. get ready to light-up the company’s 
first all-aluminum 3-D outdoor spectacu- 
lar. 


ee 


>» The sign was designed to highlight 
the company’s packaging promotion 
and one of the major advantages of 
an all-aluminum outdoor sign, as 
far as Reynolds is concerned, is its 
ability to show aluminum packages 
as they actually look at the point- 
of-purchase. 

Other advantages reported by the 
company for the use of all-alu- 
minum outdoor signs are manu- 
facturing ease, rust and corrosion 
resistance, easier painting, lighter 
weight, and the high reflectivity to 
catch the consumer’s attention. 44 


Colored Display Beads 
Offer Brilliant Effect 


Samples of a new line of brilliant- 
ly colored glass beads that can be 
used to dramatize point-of-purchase 
materials are available from the 
Flex-O-Lite Mfg. Corp., St. Louis. 

The beads come set on an adhe- 
sive base that will “stay-put” on 
practically any surface from paper 
or cloth to Styrofoam. 
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Beaded Displays . . . New line of ad- 
hesive beads from Flex-O-Lite Corp. 
come on adhesive base that will adhere 
to practically any display surface. 


When the ‘‘Signs’’ are right.. 
YOU GET RESULTS! 


Sales thrive, too, when well-designed, quality made signs 
by Texlite are a vital part of your selling program. Texlite 
signs compel attention .. create confidence. .“work” around 
the clock .. reach more people at lower cost than any other 
medium. 

From 10 signs to 10,000, Texlite can produce signs that sell 
in porcelain enamel or plastic and combinations of the two 
materials. Put Texlite’s long experience in sign design and 
fabrication know-how to work in your merchandising 
plans. Four hundred sign craftsmen and 160,000 sq. ft. 


of modern sign plant and equipment to fill your every sign 
and letter need. 


See How Others Have Used Signs by TEXLITE to Gain 
Sales Objectives .. This 20-page, beautiful full- 
color booklet shows 101 signs built for some of 
the nation’s most sales-minded companies. 


Request your free copy on company letterhead. 


Builders of 
Quality Signs 
Since 1879 


3307 Manor Way Dallas, Texas 
Offices in Principal Cities 


FULL COLOR LITHOGRAPHED 


SANTA CLAUS 
CUTOUT DISPLAYS 
8 INCHES TO 8 FEET TALL 


Continental 
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Many posters, but one printing 
bill, launch soft drink with eclat. 


A simple solution to the problem 
of getting variety in outdoor posters 
at low cost has been developed by 
Jean Carlu, noted French designer, 
for Pschitt, a new carbonated drink. 


Carlu, working with advertising 
agency Langelaan and Cerf, came 
up with a pair of versatile clowns. 
The two amiable characters each fit 
into a square of their own. Other 
separate pieces of paper carry a 
large trademark, bottles of the two 
flavors, and the names of the two. 


Posters of various sizes could be 
used. The first step was to cover 
them with a sheet of solid blue. 
Against this the elements of the 
poster were pasted, in various com- 
positions. Four are reproduced here. 


SS + 
eT ee & SS The same motif of the clowns was 
. 1 Aw also used for other advertising, in- 
ath cluding printed media, radio, and 
Pathe . motion picture trailers. This cam- 
‘a>? | a Pe paign successfully launched a new 
brand in a competitive market in 
less than three months. 44 
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RICHFIELD 
CEALE 


Blanks available . 


Dealers Will Use 


. . Twenty of these cards, in color on colored 
stock, were made available to dealers for their mailings. Each 


[ 


dealer could specify the copy on the card, which was printed 
at the same time as his imprint. 


Producing Direct Mail 


The finest cooperative campaign won't do much good if dealers 
won't cooperate. Here's how Richfield Oil used a new approach to 
break through the barrier of dealer lethargy. 


By Phil Seitz 


Like most companies with ex- 
tensive dealer organizations, Rich- 
field Oil Corp., Los Angeles, wants 
its gas station dealers to advertise. 
A dealer who advertises is usually 
successful, and a successful dealer 
is a happy dealer. 

While groups of dealers can use 
general media, it is not usually 
practical for the individual dealer. 
He serves an area fairly well cir- 
cumscribed by factors of location, 
traffic flow, adjacency of business 
or industrial areas. 

About the only way he can reach 
his primary market area without 
paying for excess circulation is 
through direct mail. 


> For these reasons, Richfield Oil 
has for many years made direct 
mail available to its dealers at no 
cost except that of mailing. The pro- 
grams were conventional. Dealers 
were furnished printed cards which 
allowed space for the imprint of 
their name. Richfield prepared 
some of the campaigns, others were 
purchased. 

The campaigns were the best it 
was possible to create. They tied 
in with Richfield advertising ob- 
jectives. Despite this, less than 10% 
of the company’s 4,500 dealers were 
ordering the campaigns, and fewer 
yet were actually using them. It 
was not uncommon to find a whole 
year’s campaign gathering dust in 
the back of a gas station. 


When dealers were asked why 
they didn’t order the direct mail 
campaigns, which they get free, or 
why they didn’t use them when 
they had them, a variety of rea- 
sons were heard. Some of the rea- 
sons were obviously excuses for 
failure to do something, but others 
were apparently justified. 


@ Dealers complained the direct 
mail was “all Richfield,’ that it 
didn’t help sell their station. 


e They pointed out that climate 
varies greatly in the six western 
states covered by Richfield, and 
seasonal appeals are not the same 
at a given time. 


@ Many said they wanted to push 
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for legs than |¢ 


Full Color Crocker Mirro-Krome 
post cards will sell your product. 
With the new exclusive Mirro Screen 
process, Crocker Mirro-Krome cards 
now cost less than 1¢ apiece. 
DEP. Ar? 
3 H.S. CROCKER CO., INC. 


C3 San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles. 2030€.7th New York, 23 E. 26th St. 
Baitimore, St. Paul & 24tn Streets 


You 
Mail? 


MARIE 
FEE-MAIL 
FOR YOU! 


A mighty small fee, too, for 
Marie’s mighty fast, efficient, com- 
plete mailing service. 


Marie has been handling all mail- 
ing details for a wide variety of 
clients for more than 25 years 
—multigraphing, multilithing, 
mimeographing, automatic typing, 
addressing, etc. Also addresso- 
graph and hand-list maintenance. 


She will give you fast, accurate 
service by messenger or mail. 
Work mailed for you (or delivered 
to you) right on time. 


For information, service, prices, etc., 
just write or phone Marie at... 


a Lilet Mbp tu 


431 SouTH DEARBORN STREET 
Cuicaco 5,ILL. WABASH 2-8655 
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services not covered by the pre- 
pared mailings. Depending on the 
station’s facilities, or the area cov- 
ered, some push restrooms, others 
24-hour service, or car washing, or 
ear polishing, or lubrication. 


@ The dealers wanted to talk about 
themselves and their stations. 


> Analyzing these attitudes and rea- 
sons when planning for 1956, Fred 
M. Jordan, advertising and sales 
promotion manager, assisted by 
Mickey Bach of the ad department, 
came up with a direct mail cam- 
paign which has as its features a 
flexibility that answers all objec- 
tives encountered and_ controls 
which insure that dealers follow 
through on the use of direct mail. 

The new approach was introduced 
to dealers in February, 1956, on 
what was considered a test basis. 
The success of the campaign was 
so great that it has been greatly 
expanded in 1957. Where previous- 
ly the reaction of dealers was best 
described as “passive,” there are 
now a substantial number of “suc- 
cess” stories reported by dealers 
using the campaign. 

The Richfield approach to direct 
mail use by dealers has also been 
changed. Previously, the sales or- 
ganization started in January and 
February of each year with a crash 
program to sign up dealers for the 
campaign. Dealers were signed up 
for six standard mailings and two 
standard handbills, which were in- 
dividualized only by their station 
imprint. No particular attention was 
given the subject the remainder of 
the year. All dealers got their direct 
mail materials on the same sched- 


ule. It was up to them to handle 
the mailing. 


> Flexibility now applies also to the 
timing of mailings. A dealer can 
start at any time of the year, and 
set up his own mailing schedule. 
In fact, Richfield representatives 


Circulars .. . 
Wide variety 
is available, 
with copy to 
be specified 

by dealer. 


now regard dealers in the light of 
whether or not they are ready for 
the ad program. This is in terms of 
station facilities and service, rest- 
rooms and other qualities the pub- 
lic seeks in a station. 

When the dealer is considered 
ready, a definite over-all program 
is begun. It starts with a presenta- 
tion which, although designed to get 
cooperation in the form of partici- 
pation in the direct mail campaign, 
is in reality a program to get the 
dealer to be a better businessman. 
It is based on four key points: 


1. This consists of charting current 
sales, comparing them with those 
for the two previous years, and 
estimating what potential is. 


2. The next step is comparing 
gasoline gallonage with sales of 
products and services. This com- 
parison is based on the premise that 
gas sales should account for only 
one-third of the total profit. 


3. The third step is an area sur- 
vey made by a Richfield representa- 
tive and the dealer. This covers and 
delineates his primary area, poten- 
tial neighborhood gallonage, traffic 
flow and its effect on potential, 
what may be looked for from out- 
side the immediate area, and com- 
mercial business potentials. 


4. The last point covers advertis- 
ing to attain and hold the potential 
determined. Dealer advertising is 
based on what Richfield calls its 
“Be Your Own Advertising Man- 
ager” plan. For this the Richfield 
representative works out a _ pro- 
posed ad budget—5% of gross profit 
—it is suggested the dealer follow. 
Allocation is made for direct mail, 
personal advertising, giveaways and 
special events. 


Setting up a direct mail campaign 
with a dealer must be preceded by 
this four-step presentation. 


> The recommended method of ob- 





Breakdown of Dealer Cost 


Dealer furnishes list, mailer 
to address and mail 


With envelopes 


Mailer to furnish occupant 
list and mail 


With envelopes 


taining a mailing list is by use of a 
“Guest Book” furnished the dealer. 
Regular or casual customers can be 
registered in this, or a special event 
held to draw in potential customers 
who can be followed up by mail. 
When a special event is held the 
dealer is usually too busy to be 
registering customers, so a Rich- 
field junior salesman is assigned to 
this. 

During a typical week-end it can 
be anticipated a dealer will get 
some 500 to 600 names. The sales- 
man and the dealer then go back 
to the survey to determine which 
of those registered are in the deal- 
er’s area as delineated. On the aver- 
age this weeding out will leave the 
dealer with a list of 300 to 400 
“good” names. 

With the list at hand the next 
step is to allow the dealer to select 


PSS-ST! Serves Spice 
With Product Story 


Take a good, new product that 
meets the combined needs of con- 
sumer, jobber, and distributor. Sat- 
irize the intimate type of gossippy 
reporting characteristic of the Con- 
fidential-type magazines. Call it 
PSS—ST! and distribute it to en- 
tertain a wattage-weary group of 
electronic conventioneers who can 
use a little spice mixed in with con- 
servative conferences, _ statistical 
surveys, and factual forms. Do these 
things, and what do you have? 

Exceptionally good promotion 
that pays off at all levels of sales- 
manship! 


> Who did all this? One of the 
youngest presidents of his own 
manufacturing company in America, 
John Winegard. The Winegard Co.’s 
special promotion of its Color Beam 
antenna was the conversation piece 
of the recent Electronic Distribu- 
tors’ Part Show at the Conrad Hil- 
ton Hotel in Chicago. 

The 20 page magazine, PSS—ST!, 
conceived, written and published by 


47.80 
41.00 


52.40 


Quantity 


200 250 300 
$36.40 


$45.13 $53.85 


98.51 
90.88 


69.15 
60.75 


64.26 76.05 


six cards from the 19 available, and 
two handbills from the 16 available. 
These cards, standard in size, 5x7”, 
are in color with art held to a 
minimum to allow a dealer maxi- 
mum space for his copy. Each is 
numbered. The variety of the cards 
is such they allow a dealer to fea- 
ture desired appeals which take in- 
to account his area, seasons, prod- 
ucts, population, or class of trade. 

The dealer then goes through a 
copy book provided him. Each page 
of the copy book carries from 10 to 
20 blocks of copy or illustrations. 
The pages are gummed on the re- 
verse side, so when a block or 
copy or illustration is cut out, it is 
easy to affix it to the blank card 
or handbill in the forming of the 
desired layout. 

Since many of the copy appeals 
are based on the offer of some in- 


the Winegard Co., Burlington, Iowa, 
was distributed by shapely model 
and tv actress, Nancy Ann Miller. 

Widely advertised in all the busi- 
ness journals and presented over 
Chicago tv outlet, WGN, by Miss 
Color-Beam of 1956 and by Presi- 


PSS-ST! 
RCAF) 


Convention Cheer . 
both the confidential magazines and its 
own product, PSS-ST! became popular 
reading 


. Gently ribbing 


ducement to get people into the sta- 
tion, in such cases, the item offered 
is identified to the dealer by its 
catalog number and its price. As 
he chooses his copy he can also or- 
der the premium item to be used. 


> There are 28 pages in the copy 
book, but there is nothing fixed 
about this. When the book does not 
include copy tying in with a cur- 
rent campaign, it is a simple matter 
to add another page with appropri- 
ate copy. Similarly, new ideas and 
items can be added to the copy 
book from time to time. 

Now ready to go, the dealer, as 
his own advertising manager, pre- 
pares his order, in six copies. The 
original goes to the printer handling 
the job for Richfield. The order 
specifies the quantity to be mailed 
(Richfield will supply six mailing 
pieces in a minimum quantity of 
200 and a maximum quantity of 
500); it indicates each of the six 
cards and two handbills to be used, 
by number; in addition to furnish- 
ing cards pasted with desired copy, 
the order indicates the service or 
offer made; the time of mailing for 
each piece is shown. 

A second copy of the order is 
mailed to the mailing service with a 
check covering the cost of all six 
mailings, and the list to be used. 
This is the only cost to the dealer 
for the direct mail campaign. 44 


dent Winegard, PSS—ST! was a 
sell-out for free on the second day 
of the four-day convention. For- 
tunately, a second printing was 
made available the next morning, 
flown in by helicopter from Bur- 
lington by Lynn Lockwood, Wine- 
gard’s sales manager, and through- 
out the remaining sessions of the 
convention, PSS—ST! was going, 
confidentially, not like the proverbi- 
al hotcakes, but like magazines. 


> Utilizing both modern art and 
Barnum & Bailey type tin-types, as 
well as broad farce in its broadest 
sense, PSS—ST! featured such ex- 
ceptional exposes as “The Mystery 
of the Sexless Ghost and the Trav- 
eling Salesman’s Wife,’ “The TV 
Repairman’s Horizontal Hold and 
the Jealous Husband,” “Seven-Min- 
ute Installation in a Persian Harem,” 
and “Lovers from Mars Mar TV Re- 
ception on Greater Distance An- 
tenna Test.” 

Each boudoir dilemma was dis- 
creetly solved by the most coin- 
cidental appearance of a hero armed 
with a Winegard Color Beam TV 
Antenna. 44 
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plus new printed specimens and the full story on— 


Penn/ Br{te Mol, 


Here is a great new offset paper: moisture-con- 
trolled at every stage of manufacture (including 
sheeting, trimming, and packing)... backed by one 
of America’s largest producers of printing papers... 

...and delivered factory-fresh from our Lock 
Haven, Pa., mills located right in the midst of the 
nation’s leading printing markets. 


Best of all, Penn/Brite is priced moderately — 
even when “only the best will do!” 

Popular sizes and weights are now being stocked 
by leading merchants, who would be pleased to 
show you samples. Contact your distributor or write 
New York & Pennsylvania Co., 425 Park Ave., 
New York 22, N. Y. PLaza 1-4250. 


New York and Penn 
File and, Fgoet Cenufactirerd 


Makers of Penn/Brite Offset * Penn/Gloss Plate * Penn/Print Eqgshell © English Finish © English Finish Litho * Super * Clarion Papers * Duplicator * Mimeograph * Bond * Tablet 
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By Dick Hodgson 
AR Executive Editor 


“lve been dreaming up gimmicks 
ever since I was a gimmick my- 
self.” That’s the way Bill Halbach, 
a partner in Helmer & Halbach, 
Quincy, Ill., advertising agency ex- 
plains his hobby-turned-vocation. 

Gimmicks are nothing new for 
admen, but anyone on the Calcium 
Carbonate Co. mailing list will 
vouch for the fact that Bill Hal- 
bach’s gimmicks deserve some kind 
of special award. The Chicago com- 
pany, one of Helmer & Halbach’s 
clients, has been using a gimmick 
mailing campaign to supplement its 
salesmen’s personal calls. 

Each of the monthly gimmick 
mailings is completely tailored to 
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The Little Ambassadors 


There’s a real surprise in the mail each month for prospects 


of Calcium Carbonate Co., whose highly original gimmick campaign 


is opening doors for company salesmen. 


the job — not just a stock item with 
a catchy tie-in letter. Consider 
these samples: 


® Golf Lesson Golf Ball . The 
first CCC mailing consisted of a 
regulation golf ball, imprinted with 
such slogans as “Follow Thru,” “Re- 
lax,” “Head Down,” “Keep Eye On 
Ball.” It was accompanied by a sim- 
ple card reading: 

“We can’t guarantee that this 
golf-lesson golf ball will make you 
a champion golfer. You'll need a 
whole bookful of knowledge, then 
good equipment, then practice. Yes, 
a champion is hard to make in any 
field. 

“The leadership our firm enjoys 
in the calcium and trace minerals 


industry has required the same 


know-how, equipment and experi- 
ence...” 

The ball was nested in a bed of 
green paper “grass” inside a plain 
black Kromekote-covered box. Like 
all of the CCC mailings, it was sent 
out with a special overwrap — red 
with reverse CCC logotypes in 
white covering the surface. 


e “Home Improvement” Campaign 
Kit . . . This was an envelope con- 
taining an assortment of materials 
each bearing the slogan, “Finish 
What You Start.” Included was a 
914x510” wall sign, two pencils, six 
napkins, six 2x3” cards, a balloon 
and a “campaign button.” All were 
printed in bright red on white. 


@ The Sport of Millionaires 
“Not all millionaires shine their own 
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shoes, but many of them are eco- 
nomical,” read the enclosed card. It 
continued, “Cost is a factor in 
everything and one of the prime 
objectives of the extensive Calcium 
Carbonate Company’s research de- 
partment is to develop . . . products 
that do a better job for the 
money...” 

To emphasize the point was a 
black-and-red velvet shoe-shining 
mit, complete with a gold button 
and a can of shoe polish, packaged 
in a special box labeled “The Sport 
of Millionaires.” 


® Hunter's Emergency Kit... An- 
other of the monthly black boxes 
was labeled (in gold), “Hunter’s 
Emergency Kit.” It contained an 
identification card (“. . . please no- 
tify the nearest bartender .. .”), 
Sen-Sen, Alka-Seltzer, aspirin, a 
bottle opener, lipstick remover, 
plastic jigger, and a universal check 
form. 

The tie-in: “Research has proved 
that some hunters are going to find 
this little kit very useful. . . Re- 
search, too, has been responsible for 
the usefulness of our CCC prod- 
uc..." 


© Business Man’s Energy Box... 


All of the Calcium Carbonate mailings are 
given gift treatment. In addition to a tailored 
gift box, each package is wrapped with an 
impressive red and white paper, im- 
printed with CCC logotypes. Repe- 

tition of packaging mate- 

rials provides continuity. 


A two-compartment box with a lift 
lid contained licorice and mint can- 
dies. The flock-coated red box was 
imprinted in gold. 


e “Busy Executives Coffee”... 
“Enjoy coffee without interrupting 
work,” read the label on a jar of 
“Busy Executive Coffee.” The jar 


resembled instant coffee, but con- 
tained coffee candies. 


© Desk-Top Foot Rest... A plas- 
tic covered piece of sponge rubber 
was imprinted with “keep your feet 


up to keep your blood pressure 
down.” 


® Christmas Tie . . . Merry Christ- 
mas wishes were accompanied by 
a bright red necktie covered with 
“Merry Christmases” in black. 


® Cigars ... Even cigars were in- 
cluded in the mailings. The special 
touch came from the bands: “What 
the hell do you care what brand 
it is?” The card: “The brand isn’t 
important when it’s a gift, but when 
good hard cash is involved that’s 
a different matter. . .” 


e Barbecue Set ... “Here’s a prac- 
tical salt and pepper shaker for 
your barbecue,” read the card. “It 
loads with complete packages and 
you have sufficient seasoning to last 
a while. (Refills are available at 
your grocers.) Practical ideas are 
none too common. . .” 

The gimmick included packages 
of salt and pepper mounted by 
clamps at the end of 17” handles. 


@ Lure for Catching Mermaids .. . 
The lure consisted of an oversized 
“diamond” ring mount attached to 
a giant-size fish hook. Card: “... 
when it comes to luring feed cus- 
tomers, there’s nothing as important 
as a good product. . .” 


@ Meter Sign . . . Most ingenious 


Adding a special touch to gen- HOMIE IMPROVEMENT 
erally available materials can be CAMPAIGN 
~ effective in a gimmick campaign. Kit of Material 
i This ‘’kit’’ contained napkins, pen- 


“ start’ slogan. 


/ ' cils, badge, sign, cards and a 
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Remember, Collotype (or 
photogelatine) printing is the 
perfect answer for reproducing 
large illustrative material in short 
runs of 500 to 2000 lots. 


There’s been some changes made! 
Now, Black Box has absorbed 
the facilities and the 

personnel of the Illinois Photo 
Gravure Co. of Chicago. 


We have increased our physical 
capacity to maintain our quality 
standards for collotype printing. 
At the same time we have 
increased our ability to meet your 
urgent deadlines. This expansion 
also means that our craftsmen can 
now devote even more time to 
creating the very finest in 
screenless printing. 


More and more knowing buyers 
specify Black Box Collotype . . 
Why not you? 


Telephone: AVenue 3-0262 
BLACK BOX COLLOTYPE 
STUDIOS, INC. 


(Screenless Photogelatine Printers) 


4840 West Belmont Avenue 
Chicago 41, illinois 
The only commercial collotype 
printing plant west of Ohio 


Sales Representatives in Principal Cities 
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CT MAHOU MLTR Tat 


Nothing’s as disappointing as hav- 
ing balloons arrive too late for an 
important promotion. If we say 
we'll meet your shipping date. . . 
we will! Phone Betty Wolfe, Wil- 
lard, Ohio, 231 for our prompt, de- 
pendable service. 


ge Mall Coupon For FREE QUALATEX Balloon Information . — 
| The PIONEER Rubber Co. 
| 410 Tiffin Road 
| Willard, Ohio 
| Please send me: 
() Name of my nearest QUALATEX 
Distributor. 


| 
| 
| CD Free “Advertising Balloon Fact 

| Pack” (Ideas, samples, prices and 
| imprint worksheet). 

| Firm 

| Address 

| GAS cnececce BORD coms CD 

| Requested by 
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BRONZE 
PLAQUES 


FREE illustrated brochure has 

hundreds of original ideas for] Write for FREE 
reasonably priced solid bronze} Brochure A 
plaques — nameplates, awards,} For trophy medal 
testimonials, honor rolls, me-| cup ideas ask for 
morials, markers. Brochure B. 


WE MAKE LINE ART 
OF ANY PACKAGE 3&@& 
for ONLY $14.25 each) 


Just send empty package with 
check and indicate view desired. | 
Delivery within one week! 





440 Advertising Managers 

requested further information 
about products or services men- 
tioned editorially in a recent 


issue of AR. 


AR GET 
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Avid Readership 
Avid Response 


f register when | 
~e F&Pposited aq 
coin 


* 


KEEP THIS LITTLE TAG in the glove compartment of your cor 
and when you meet up with o parking meter that doesn't register 
your contribution properly, just drag ovt this tog and put it under 
your windshield wiper. 

We hope this tog keeps you from being fined, but we don't 
give it the some guorontee you get with our CCC Calcium and 
Troce Mineral products. 


GALCIUM CARBONATE COMPANY * 222 WEST ADAMS STREET + CHICAGO 6, TLLINOIS 


item of all, however, was a large 
metal sign. Printed in blue on yel- 
low was: “Meter out of order. Of- 
ficer: This meter did not register 
when I deposited a coin.” 


> Most of the gimmicks have some 
utility value, but all are meant to 
be novel and amusing. Each item 
is a custom job and the cost has 
averaged about $1 per mailing. The 
gimmicks go to a list of 600. Actu- 
ally the mailings are self-liquidat- 
ing in a way. Before starting the 
gimmick campaign, CCC spent 
about $10 for a Christmas gift for 
each customer. For approximately 
the same cost, the company now has 
a year-round gift program which 
never lets a prime customer forget 
the company between salesmen’s 
calls. 

Since the campaign started, CCC 
has received hundreds of letters 
from recipients of the mailings and 
salesmen are greeted with a cor- 
diality seldom extended to repre- 
sentatives in any business. 

Actually it was one of Bill Hal- 
bach’s gimmicks which attracted 
the CCC account to Helmer & Hal- 
bach. The agency had been using 
similar items to attract new clients 
and one of them caught the eye of a 
CCC official. Several other clients 
interested in gimmicks also took a 
liking to the Halbach “inventions” 
— so many, in fact, that the agency 
has set up a separate division 
known as “Little Ambassadors.” 
The division doesn’t sell gimmicks, 
however. They integrate the items 
into sales programs — either for 
salesmen to carry along as resist- 
ance melters or as direct mail pro- 
grams designed to replace or sup- 
plement personal selling. 44 


Tiny Sculptures 
Spark Cereal Sales 


Miniature busts of great men in 
history—from Caesar to Verdi—are 
being offered as premiums by the 
Van Brode Milling Co., Clinton, 
Mass. Called “Sculptured Treas- 
ures,” each is available for two 
Crisp Rice wrappers from the Van 
Brode Ten-Pack of Assorted Ce- 
reals and 50c. 

Twelve sculptures make up the 
first set: Columbus, Beethoven, Na- 
poleon, Brahms, Caesar, Chopin, 
Shakespeare, Verdi, Wagner, da 
Vinci, Mozart and Benjamin Frank- 
lin. They are made of an unbreak- 
able combination of wood and plas- 
tic. Their antique finish and 
handcrafted appearance lend them 
to use as decorator pieces, and their 
educational value is expected to 
encourage children to collect them. 

Each sculpture comes with a 
“university-approved” biography of 
the personality. A survey among 
educators, parents and_ grocery 
shoppers points to keen interest in 
the series. 44 


Plastic Coin Holders . . . New premium 
item combines ingenuity and practical- 
ity in a flexible plastic coin holder that 
is available with company logo, name 
etc. 


Imprinted Coin Holders 
Enter Premium Field 


A neat little item, fairly recent in 
the premium field, is the flexible 
plastic coin holder introduced by 
Random Specialties, Hopkins, Minn. 

Produced with a snap-hinge top, 
the item boasts a 100% noticeable 
imprint of logo and company name 
which is protected against wear 
since the imprint is located under a 
translucent flap. 

An illustrated fact sheet on the 
“Coin-Pak” shows the item in both 
closed and unclosed positions, and 
lists prices ranging from 38c each 
in lots of 50, to 25c each in lots of 
1,000 or more. Additional ordering 
information is contained in the 
Coin-Pak fact sheet. 

- for more details circle 318, page 97 





By Mildred Weiler 


There are many situations in ad- 
vertising where standard, direct 
photographic techniques just don’t 
fill the bill. Take a look at some of 
these demands: 


@ Changing a black and white ad to 
color; 


@ Reproducing a black and white 
reverse lettered logo on several dif- 
ferent colored backgrounds; 


e Using old art in a new poster; 


@ Matching a line of colored gar- 
ments exactly in a catalog; 


e Correcting a color error on fin- 
ished art without ditching the art; 


® Getting 20 different color shots 


When you need a color print, but have nothing but a black and white 


shot, perhaps Flexichrome is your answer. Here are some 


specific ways admen are using this process. 


from a single piece of equipment in 
one week; 


® Building a salesman’s kit of prod- 
uct illustrations in color; 


@ Making large color illustrations 
for exhibits; 


® Making composite 
several pieces of art. 


prints from 


All of these situations can be 
handled by Flexichrome. It is an 
additional tool in the hands of the 
art director, and useful frequently 
as an emergency technique for 
meeting many advertising produc- 
tion problems effectively and some 
times with extreme economy. 


> Take the problem of a manufac- 
turer of ladies’ dresses, for example, 


who makes the same style in anum- 
ber of colors and wants to show all 
of them in his catalog. Even if he 
wishes to use a different color back- 
ground on each, just to make it 
tough, he would be wise to use 
Flexichrome. 

All he needs is a black and white 
shot of a model wearing one of the 
dresses, in any color. Any retouch- 
ing done on a black and white photo 
would obviously be cheaper than 
retouching a color shot. This is one 
saving. 

He also saves the cost of color 
transparencies normally used _ in 
other processes. From the black and 
white photograph, Flexichrome 
prints are made, one for each colo 
dress to be shown in the catalog. 

On the black and white Flexi- 
chrome print, which is a black-dyed 
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gelatin image. He can erase or blot 
out the color as many times as 
necessary to meet the customer’s 
exact shade requirements. Offset 
printing plates made from the 
colored Flexichrome prints are ap- 
proximately 25% cheaper than when 
you start with a transparency, ac- 
cording to Clark Caruthers, Todd 
Studios, St. Louis, which has made 
a specialty of Flexichrome work for 
leading advertisers. 


> Where an advertiser must get the 
exact shade of a flower or produce 
in a seed catalog, the Flexichrome is 
obviously a big help in color match- 
ing. 

The Flexichrome process works 
like this: From a black and white 
photograph or artwork, a_ single 
black and white negative is made 
and exposed onto Flexichrome 
stripping film. The film is then proc- 
essed to form a gelatin relief image 
in which the silver is replaced sub- 
sequently with a black dye known 
as the modeling agent. 

This black-dyed gelatin relief 
image adheres to a thin surface lay- 
er, is peeled off the film base and is 
transferred, with the relief side up, 
onto a smooth white sheet to give it 
support. 

It is this black-dyed gelatin image 
that is then colored. Highlights and 
white areas of the original black 
and white print do not accept color 
and as a result remain clear. The 
color, which the artist applies by 
brush, is absorbed into the gelatin 
according to the varying thickness 
of the relief image. The artist can 
remove any excess color by blotting. 


> If the artist or adman changes his 
mind about the color he wants, he 
applies another color over the pre- 
ceding one and removes it by blot- 
ting. Neither repeated rubbing nor 
correcting will ruin the emulsion or 
affect the image. 

It is this phase of the process 
which permits the advertiser to cor- 
rect a piece of finished art without 
ditching the original art. If an ad- 
vertiser, for instance, had a com- 
pleted color Flexichrome print of a 
product ready for the platemaker, 
and then discovered a portion of the 
art should have been in a different 
color, the solution is quick and sim- 
ple. The artist applies the desired 
color over the old one and blots out 
the old with the new. 


e A half hour before deadline, a na- 
tional advertiser discovered his art- 
work, a Flexichrome for a cut-away, 
very detailed mechanical, showed 
the cabinet in brown instead of the 


(. .. continued on page 72) 
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Making a Flexichrome Print .. The camera follows photographer-artist 
Rudy Schulze, Todd Studios, St. Louis, in a series of pictures taken espe- 
cially for AR. To furnish the cloud background, a cut-out print of the build- 
ing, already retouched, is mounted (1) on a stock print of clouds. Mr. Schulze 
then makes a copy negative (2) of the completed art. He next places the 
negative in his enlarger (3) ready to make a Flexichrome relief image. After 
development, the relief image, separated from its original base, is laid down 
(4) on a permanent paper backing, and is then squeegied (5) in place. After 
squeegie process, the protective plastic sheet is removed (6). The first color 
(7) can now be applied to the gelatin relief image, while the finishing touches 
are added (8) with colored pencils. After final approval, the print is lacquered 


(9) for brilliance and permanence. 
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2 EXE” E - most dependable source for 


AES AS 
ea 


Zepp quality photos in quantity offer: Prompt 
Service - Top Grade Reproduction - Low Price 


$.05.. each (100 lots)” 
$.06/2 each (100 lots)” 
08, each (100 lots)” 


v 


Glossy Post Cards . 
5x7 Glossy Photos . 
@x10 Glossy Photos. .§ 


i a .. 
*Complete price list on reques 


2 —:  _ 
PHOTO SERVICE 


3042 Greenmount Ave., Baltimore 18, Md. 


Attention 
getters: 
MACK’S 
‘*MOPPETS”’ 
Hundreds available. 


Exclusive use. 
Low priced. 


Write your needs 
and request samples. 


DOUGLAS MACK 


y 1550 Church St., 
He wants that 4-color layout’ San Francisco 14 


run in black only Phone: MI 7-5377 
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astest 


COPY-FITTER EVER! 


That's what thousands say 
about the famous 

Haberule Visual Copy-Caster! 
Artists, a. men, printers, editors, 
students swear by it. Never 
obsolete. Money back guarantee. 
At art supply stores or direct. 
Haberule Visual Copy-Caster 
with plastic type gauge, $7.50 


HABERULE 


BOX AR-245 + WILTON « CONN 


CAMERAS — ART AIDS $485 & UP 


PRINTING 
$ SAVERS 


SILK SCREEN 
Osole inquiries lavited 
LACEY-LUCI PRODUCTS CO 
31 Central Avenue 
Newark 2, N. J. 


WRITE FOR CATALOG AR 


You Don’? Have To Be An Artist To Use A 


% VARiGRAPH 


| AMMAR IL INSTRUMENT 
mE, 


kor) 
—~_— Write Dep't. AR-9 for FREE TRIAL 


VARIGRAPH Company, Madison 1, Wis. 


‘ou can have 4000 proofs now—an | 


1000 new ones yearly. Pay only for 
what you use @ $2 each or have Un- 
limited use for $9.95 monthly. We 
license only rated agencies & Nat 
Advtsrs. Handbook #9 now ready — 
send for License Form and samples. 
STIVERS STUDIO 


BOX 3684 * SAN FRANCISCO 19, CALIF 


— 


PHOTOGRAPH 
OF 
BABIES AND CHILDREN 
WRITE FOR FREE 
RROCHURE 
BOB WATT 
TRATIVE 
PHOTOGRAPHY 
BOX 503 


KOSCIUSKO, MIS 


“Palette Patter’ keep: 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
copy Write to— 


Dept. AR-8 


turquoise cabinet they wanted to 
promote. Within the half hour the 
color correction was made without 
re-doing a very detailed piece of art 
work. 


e Last spring when Curtis Mfg. Co., 
St. Louis wanted to take illustra- 
tions of its line of air conditioners in 
20 different colors and combinations 
of colors to Chicago, Flexichrome 
solved that problem speedily and 
economically. A black and white 
photograph of the gray cabinet was 
step number one. From this one 
shot 20 Flexichromes were made 
and hand colored, in each different 
color combination. Within a week 
the job was ready for the road. 


e L. C. Dobrunz, sales promotion 
manager, Wagner Electric Co., and 
its ad agency, Arthur R. Mogge 
Inc., had another type of problem in 
deciding how to prepare an insert 
introducing its new Form W dis- 
tribution transformers in time for 
distribution at a sales meeting early 
in January. 

Biggest hurdle in doing the 
job in color the usual way was the 
time involved in having color trans- 
parencies shot, making dye transfer 
prints and then retouching them. 
Obviously, that also meant a con- 
siderable cost. 

However, the company already 
had good black and white retouched 


photographs so the agency’s art di- 


rector suggested using Flexi- 
chromes. The account executive at 
the agency arranged a conference 
between client, the platemaker, the 
printer and Todd who was to make 
the Flexichromes, and deadlines for 
all were set up. Within five working 


days the ten Flexichromes were 
completed. 


® Sometimes merchandise fails to 
show up in a dealer’s showroom on 
time to be photographed in color. 
This was the case with Franklin 
Furniture Co., which uses illustra- 
tions of its furniture rooms in color 
in newspaper ads. With a black and 
white photograph of the late furni- 
ture, a Flexichrome was made and 


colored in time to meet the ad dead- 
line. 


¢ Admen for Budweiser also find 
Flexichrome practical in reproduc- 
tion of beer labels in ads. With the 
usual way the label was shot in ac- 
tual color and a dye transfer print 
made, or an artist would hand tint 
it. With all the detail on a beer label 
this can be a cost and time problem. 

So they switched to Flexichrome. 
Within one day a color print was 
made from a photostat of the orig- 
inal label pasted on a bottle and 
then photographed in black and 
white. 


® Perhaps the biggest boon to an 
adman is his ability to change a 
black and white ad to full color 
without buying new artwork. 

The adman on the Brooks Sup- 
piger Co., account made this con- 
version on a 24-sheet poster which 
originally was in black and white. 
The adman also did a bit of new 
creating by adding some old art- 
work of a girl to the black and 
white artwork of the product. All of 
it was photographed in black and 
white and a Flexichrome color print 
made of the whole. 


@ In fashion advertising where 


The Story Behind the Title Picture 


The Siteman-Adreon recently com 


pleted a very modern office building in 
St. Louis area. In order 
tenants as soon as possible, 
pany asked their agency, 
and Associates, to prepare a f 
brochure for a direct mail campaign. 
photography would be used both 
n the exterior and interior of the build 
ing. 
Account Executive Jerry Deppe dropped 
the assignment into the lap of Art Di 
rector Hirschel Frankel. His layouts 
called for dramatic interior shots of the 
lobby with modern fountain and offices 
equipped with the latest modern furni 
ture, as well as an exterior showing 


blue sky and billowy clouds 


eral offices were 


1lready furnished 
Ektachrome transparencies were shot. 
However, much remained 
pleted on the outside 

planted, new sidewalks 


Als a highline pole, 


transformers obscured a por 


face of the building. 


Mr. Frankel decided to shoot the 
terior of the building in black and 
white, insert the necessary shrubs and 
curbing with airbrush, as well as 
eliminate the pole. Since speed was 
urgent, Todd Studios was called t 
shoot the building no matter what 
the weather was immediately, print 
in the clouds later. The finished art was 
then copied, converted t 1 colored 


Flexichrome and sent 





there is action, such as the blowing 
of a girl’s skirt, Flexichrome can 
solve a time and cost problem by 
starting with a black and white shot 
instead of a color film which is 
slower and requires a great number 
of shots to secure the proper pose 
and action. 


>» Advertisers are not only giving 
the Flexichrome process quite a 
workout in solving problems like 
these, but are talking about some 
new uses such as exhibition mate- 
rial where a 20 or 30 foot high color 
shot is needed. 

On discussion pads is also the 
subject of color tv commercial copy. 
Because the screen is small, sim- 
plicity of color and design is im- 
portant for best viewer impression. 
Brilliant color transparencies, there- 
fore, sometimes have to be nar- 
rowed down to condense the over- 
all tone range. 

Where fabric and food colors are 
to be reproduced in true colors to 
create the best sales appeal Flexi- 
chrome may be the answer. Blues 
and greens for instance, tend to 
intensify more than other colors on 
color tv, and therefore must be 
toned down before hand. 

With the Flexichrome process you 
can add and subtract color as many 
times as necessary until you get ex- 
actly the desired shade. 44 


Photo Chart Pinpoints 
Degrees of Contrast 


A “Standard Print Grade Chart” 
that enables photographers and cli- 
ents to “talk the same language” in 
discussing degrees of lightness or 
darkness as well as the contrast of 
a photographic print has been an- 
nounced by the Photographers’ 
Assn. of America Inc., Milwaukee. 
The 11x17” chart reproduces three 
glossy prints, all made from the 
same negative, but varying in depth, 
contrast and general effect. 

The prints are designated as Type 
A, B or C. Type A is a deep, soft 
print best for some _ lithographic 
processes. Type B is a “normal” 
print generally suited for fine let- 
terpress and other uses. Type C is 
a light, contrasty print such as 
might be specified for newspaper 
reproduction. 

Users can now specify Type A, B 
or C prints. For finer specification, 
a description such as “a little lighter 
than Type A” can be used profit- 
ably. 

The chart was developed in con- 
sultation with users in advertising 
and the graphic arts over a five- 
year period. Quantities are being 
purchased by member photogra- 
phers and local affiliated associa- 


tions and distributed to clients. 
Single copies, at $2 each, may be 
secured from the  Association’s 
headquarters at 152 W. Wisconsin 
Ave., Milwaukee 3. 


Stat Services 
Listed by Arrow 


A handy indexed guide to pho- 
tostatic and other camera services 
at Arrow Photo Copy Co., Chicago, 
has recently been prepared. The 
1957 edition contains price lists and 
tables detailing its facilities for 
glossy and regular photostats, photo 
blowups, film copy negatives, Velox 
prints, slides, displays and related 
jobs. The 12-page booklet also pro- 
vides hints on preparing copy and 
instructions for ordering. 

. «+ for more details circle 335, page 97 


Water Colors Sport 
Fluorescent Hues 


“Firecracker bright” water colors 
—in daylight fluorescent paint—are 
now at the disposal of artists, hob- 
byists and everyone who likes to 
dabble. The Craftint Mfg. Co., 
Cleveland, recently started market- 
ing Craft-Glo No. 8 Water Color 
Kit, with eight neon-like colors in 
semi-moist half-pans. 

Colors are safe, nontoxic, the 
company reports. For posters, ban- 
ners, decorations and all craft uses, 
the range offered is glo-green; 
orange-red; orange-yellow; cerise; 
chartreuse; red, orange; and ma- 
genta. 

These fluorescent paints come 
packed in a_ sturdy, three-color 
lithographed metal box with a mix- 
ing palette, lid and brush. The kit 
retails for 98c. 44 


Comic Strips 
Liven Manual 


A comic-strip style maintenance 
manual is being used by Power 
Products Corp., Grafton, Wis., 
maker of engines for 40 leading 
mower manufacturers, to help 
homeowners keep their power lawn 
mowers at peak performance. The 
novel manual features 29 cartoon 
illustrations in black-and-white and 
captions telling a step-by-step story 
on engine care. 

Facts on fuel, starting, mainte- 
nance and storage are presented in 
easy-to-grasp balloons which cap- 
tion the dialog between Joe, a new 
owner, and George, an experienced 
hand with power mowers. Every 
person buying a mower with a 
Power Products engine will receive 
a free copy of the illustrated folder, 
according to the company. 44 





SAVE MONEY IN A HURRY! 
a7 TIME 


AND 


400%, Enlarge- 
ment and Re- 
duction 

11” x 14” 
Viewing Area 
we x 2 “ 
Copy-board 
Area 

7 cs. 32" 
Floor Area 
Portable — 
Mounted on 
Casters 

No Hand 
Shadow 

Paper Storage 
Shelf 


Model ‘‘B”’ 
$269.50 


TABOUR-TRAY 


Any Table 
A Tabouret 
2” a 
Removable 
Palette 


$5.98 


Write R-5 for 
details & 
nearest dealer 


ACU at ete dy] 


a O10) 9) 41, ml ocek 


24 BEACH STREET @© NEWARK 5. N. J. 


Se hake) LEO 


ave 


Guest 
Artist 
Marcia Q. 
Prichard 
Age 9 
Daddy: 

Q. Prichard, 


DADDY says — 


‘Marcia uses almost any kind 

of paper to draw on. But 
illustration is my business, 

so I select the finest materials 
always . .. starting with HI-ART 
illustration board.” 

When the Job and the Client Demand 
the Finest, Specify HI-ART 
ILLUSTRATION BOARDS 


NATIONAL CARD, * 
MAT and BOARD CoO. 


4318 Carroll Ave., Chicago 24, Ill. « 11422 So. 
Broadway, Los Angeles Calif. « in Canada 
Card & Paper Works, Ltd., Peterborough, Ont 
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TV Live Action Film Commercial . 
Produced by Wilding Productions for 
Young & Rubicam, Stephen O. Frankfurt, 
AD. (Ford Motor Co., Lincoln Div.) 


NEW ORLEANS 


Point-of-Sale . . . Tom Allen for Colum- 
bia Records, S. Neil Fujita, AD. 


y 


fiw SMaard ffi. 


¥, 


Two-color, Full-page, Magazine Ad... 
Saul Bass for N. W. Ayer & Son, Walter 
Reinsel, AD. (Container Corp.) 
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any bread’s best when it’s LEV Y’S 


Poster, not 24 Sheet . . . Photography by 
Wingate Paine for Doyle, Dane Bern- 


bach, Robert Gage, AD. (Henry S. Levy 
& Sons) 


New York 


Each year it gets harder to make a selection from the win- 
ners of the New York Art Directors Exhibit. Running 
through those pieces that have won their way through the 
screening committees, one almost has a feeling of frustration 
— so much of it is so good! 

If the screening committees had a tough job to whittle the 
thousands of entries, from all over the country, down to a 
number that could be displayed within the physical limita- 
tions of the exhibit space, the judges had an even more dif- 
ficult task. Theirs was no simple matter of separating the 
sheep from the goats. The goats had already been eliminated, 
and they had then to select the finest sheep from a group 
of very fine sheep indeed. 

For trends and changes, go back to the files and look at the 
winners from the early shows sponsored by the Art Direc- 
tors Club of New York, back in 1921. You will notice the 
increased importance of the illustrations in these selected 
ads, the gradual replacement of art by photography, the more 
creative use of type, the greater imagination and freedom 
for the designer. 

And yet, from those early years, there are many ads which 
retain their impact and which would be equally effective 
today. Even if they have never been stated to everybody’s 


satisfaction, there are some true universals which make up 
good design. 44 


Poster, 24 Sheet . . . Produced by Saul Bass and Al Kallis, with 
Saul Bass, AD. (Phoenix-Prod.-Columbia Pictures) 





Color Newspaper Ad. . . Arnold Varga, 
Artist & AD, for Cox’s. 


Art Awards 


Trade Periodical Ad, Page or More . . . Photography by Leon- 
bruno-Bodi for Vogue Magazine, Richard Loew, AD. 


$e Oe cert Rewtne Prine mead wwe thee stews toe mtb he Pand Poems oe HOR whet 
EM Percagin wll ee che EM r Sediens at A FIR Neer om fh sostee eh 
Peet armani ced came Ie cok be owe Pare 
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Th tie me 


B&W Newspaper Ad... Art by Andy Warhol for |. Miller & 
Sons, Peter R. Palazzo, AD. 








GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 

Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 
8 x10 GLOSSY PHOTOS 


| 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 


1210 N. Clark Street * Chicago 10, Illinois 
Dept. A-8 * Telephone: MI chigan 2-5651 


Make Yours 
KING-SIZE 


Giant Prints of photos, line copy, 
reprint material, and art are easy 
to use ‘'spectaculars’’. 
See how you can use Giant 
Prints and Translites to get 
more mileage on your art, 
trim the budget, kta 
ad effectiveness. 
... for Exhibits, Promotion, Point- 
of-Sale, Conventions, Display, and 
Decoration. 


New Photo Price List 


Simplifies planning and ordering and 
offers new quantity discounts. 


Clip this ad to your letterhead! 


WU Studios 
123 N. Wacker Dr. 
Chicago 6, Illinois 
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Hermann Zapf 


gehort zur Spitzengruppe 
der Schriftkiinstler* 


*’Hermann Zapf is ‘going places’ in type design!” That’s the word in Europe 


wherever men talk type. And designers, typographers and printers everywhere 
are interested in his new association with Linotype. 


This young leader of the type renaissance in post-war Germany has brought 
a refreshing airiness to layouts, with his Palatino and other faces. A born 
calligrapher, he has that rarity, a perfect “fist.” Pen and Graver, one of his books 
of alphabets, has been termed ‘the most beautiful book in a hundred years.” 
Even bigger things are expected of Hermann Zapf. He represents an important 


addition to the great designing talents and unmatched typographic resources 
available exclusively through Linotype. 


“The contribution of the contemporary designer to modern type design is to adapt estab- 
lished forms to meet the requirements of modern materials and production methods, and 
the development of the letter form to its ultimate refinement ornamentally and texturally. 

“These requirements Hermann Zapf, in his almost fifty type and typographic designs, 
has met admirably. This is especially true in his chef d’ceuvre, Palatino, and its com- 
panion letters, Michelangelo and Sistina. There is no doubt that today he is one of the 
world’s foremost type designers. His Pen and Graver and Manuale Typographicum alone 
are enough to establish his name for posterity. The Mergenthaler Linotype Company is 
to be commended for having the foresight to enlist Hermann Zapf, with his skill, scholar- 
ship and taste, as a consultant designer.” Franz C. Hess, of Huxley House, New York 


¢ LINOTYPE + ) Mergenthaler Linotype Company, 29 Ryerson Street, Brooklyn 5, N. Y. 


Set in Palatino, available on German Linotype matrices. 
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a new trademark 


The inside story of how Diamond Alkali Co. 
selected its design consultant, 


and developed a new trademark. 


By James O. King 
Packaging Coordinator 
Diamond Alkali Co. 
Cleveland 


A new trademark is taking its 
place among American industry’s 
famous symbols of service. We call 
it the “Chemical Diamond.” 

From now on, this ingenious in- 
signe—simple, in good taste, con- 
temporary in appearance yet classic 
in origin, a design that defies “dat- 
ing” — will identify Diamond Alkali 
Co., on its products, its reports, its 
letterheads, and in hundreds of 
other ways when our organization 
“meets” its public. 

In the magazine and newspaper 
advertisements we use, on our 
labels, drums, bags, cylinders, tank 
cars and trucks, barges, plant iden- 
tification signs and on many other 
things, you'll soon begin to see a 
new look of “family resemblance” 
taking shape, built on the base of 
the “Chemical Diamond.” 

“Why a new Diamond trade- 
mark?” you may ask. “Thought we 
had one already that was pretty 
good. What’s wrong with it?” These 
are pertinent questions which de- 
serve answers—and therein lies our 
story—the story of a newly 
launched, long-term coordinated 
corporate-identification program. 


> Ultimate objective of this ambi- 
tious project is to “re-make” and 


mold the multitudes of sales-pro- 
moting Diamond packages into a 
single, unified, strong selling team 
that, through repeated application 
of the basic design theme, will ef- 
fectively augment our company’s 
sales, merchandising, advertising 
public relations activities. 

Like them, this design effort has 
as its primary purpose the sale of 
more Diamond chemicals through- 
out agriculture and industry. A sec- 
ondary but no less important target 
is to build, in the public mind, pro- 
gressively broader recognition of 
Diamond as one of America’s prin- 
cipal producers of agricultural and 
industrial chemicals, and therefore, 
a key contributor to everyone’s 
progress everywhere, every day. 

Let’s return to Oct. 14, 1955, when 
the Packaging Committee was 
formed and assigned the important 
responsibility by President John A. 
Sargent of evaluating Diamond 
packages and improving their ef- 
fectiveness from both functional and 
appearance standpoints to achieve 
maximum “mileage” and value from 
our packaging dollar. 

This six-man task force, com- 
posed of key management men un- 
der the chairmanship of Vice Presi- 
dent William H. Evans, includes 
William H. McConnell, vice presi- 
dent—sales; Donald S. Carmichael, 
secretary; James A. Hughes, treas- 
urer; Thornton F. Holder, director 
of research, and the author. 


> Under the vigorous leadership of 
Vice President Evans, the Commit- 
tee first tackled its task as a prob- 
ing action; but it wasn’t very long 
before the job developed into a full- 
scale face-lifting program encom- 
passing all containers of all types 
used by Diamond to package and 
ship its diverse range of chemicals. 

As the Committee plowed ahead 
with this sweeping trademark-and- 
package-design program, they be- 
came aware of the number of factors 
involved—developing detailed spec- 
ifications, liquidating inventories of 
existing packages, establishing pro- 
duction requirements and determin- 
ing quantities and delivery sched- 
ules for new packages as_ they 
evolve. 

These and other considerations 
involved in the change of each 
package, multiplied by the many 
chemicals made by Diamond, give 
an idea of the project’s size and 
scope. 

Now, one might presume that 
since Diamond chemicals are not 
impulse items—i.e., they don’t com- 
pete with other products for sales 
on the supermarket shelf—the ques- 
tions of attractive packaging, instant 
identification, design uniformity and 
use consistency, and customer and 
public recognition hold little signifi- 
cance. 

Such a supposition is far from 
valid; in fact, it could prove a dan- 
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gerous, costly fallacy, particularly 
in the light of today’s competitive 
climate with its swift-changing, 
fast-moving merchandising and 
promotional barometers. 


> Vice President Evans interprets 
the significance of and explains the 
practical philosophy behind this 
broad-gage company identification 
—customer recognition problem, 
and Diamond’s interest in it, this 
way: 

“As a company and as individuals, 
we can take satisfaction from our 
growth with its expansion into new 
fields and new products. But we 
must also recognize that this very 
enlargement and diversification of 
our corporate activities and inter- 
ests bring us face to face with new 
problems in public and customer 
relations. 

“Such growth accordingly de- 
mands that we explore new and im- 
proved pathways of creating—in the 
public eye, and in the eyes of our 
customers—a consistent and unique 
design image of our company that 
distinguishes us from our competi- 
tors, and suggests the character, 
progressivenes and prestige of our 
enterprise.” 


> Diamond’s present packages, it 
should be noted, include some 
which are individually attractive; 
but as the packaging committee 
points out, our line as a whole suf- 
fers from the lack of a single basic 
design theme. 

This condition is attributed to the 
fact that, as new products or prod- 
uct groups have entered the Dia- 
mond chemicals family from time 
to time, it proved neither practical 
nor desirable to integrate their 
package designs each time such de- 
velopments were introduced to the 
market. Neither was it considered 
feasible to review and reappraise 
the entire packaging picture with 
each new product addition. 

However, if allowed to continue, 
it is conceivable that this process 
eventually could lead io a chaotic 
condition, tending increasingly to 
weaken recognition of our corporate 
identity and jeopardize promotional 
and sales efforts, making them more 
difficult and costly without increas- 
ing their effectiveness. 


>» Accordingly, in searching for a 
solution to these problems, the 
committee commissioned seven na- 
tionally prominent package-design 
consultants to study the situation 
and submit proposals for a coordi- 
nated design program. Each worked 
independently of the others, but 
from their efforts came a unanimous 


+ ++ continued on page 80 
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How the Chemical Diamond 
Meets Requirements 


Under strength—simplicity, the new 
symbol is clean and simple in form. It is 
neither complicated by small elements 
nor broken up by small lettering. Bold 
and strong in impact, it retains a certain 
pleasing grace and rhythm, providing 

a sense of motion. 


Under size reduction, simplicity of the 
new design and its freedom from 
complicated elements make it suitable 
for reduction to small sizes with no 
loss of clarity or impact, thereby 
presenting no reproduction problems. 


Under color reduction, the new symbol 
does not depend on color for its 
effectiveness. With each of its two 
elements distinctly separated from the 
other by substantial white areas, the 
design remains equally effective in 
visual impact when reduced to one color, 
as it is when printed in two colors—an 
advantage retained when reversed 

or printed in negative form. 


Under character, this design carries a 
visual clue to the nature of our 
business. In simplified yet dramatic 
form, it suggests both the letter “’d”’ 
and a chemical retort, a symbol widely 
recognized as truly representative of the 
chemical industry. And symbolically, 
due to the location of the diamond, 
which represents the company, the 
design places it directly in the center of 
chemistry or the chemical industry. 





improve the looks of your ads 


e 
... Specify Monotype! 
When you specify Monotype in your ads, brochures, booklets 


or mailing pieces you will not only get a typesetting job of 
which you can be proud, but also, you will get a sharp, cleaner 
letter and more copy in a given space without sacrificing appear- 
ance or readability. In addition, you can set copy up to 60 picas 
wide without paying any penalty cost and word and phrase 
corrections can be made without resetting a whole line. 

With Monotype you get better fitting italics because of 
proper spacing. Finally, with Monotype, you have hundreds of 
faces to choose from and new fonts are being cut constantly. 
See what’s new in Monotype by clipping and mailing the 
coupon below . . . and remember when you want character in 
your copy, set it in Monotype! 


LANSTON MONOTYPE COMPANY 


A Division of Lanston Industries Incorporated 


24th & Locust Streets, Philadelphia 1, Pa. AR 


Gentlemen: Send me your kit of new Monotype faces. 


Type set in Monotype faces 


Italic No. 56371 and Caslo: 


ier... 





HANKSCRAFT DISPLAY MOTORS 


Sein & 


Pay} i 


As this Marine raises his cap, he gets Outfit! ’ 
attention! No one had to tell it to the 

Marines — they WANT action, even in 

their displays.* Movement compels at- 

tention, and action gets reaction from 

the public every time! 

Hankscraft display motors are trouble- 

free and low in cost. They can run for 

months on a single flashlight battery. 

When action counts, you can count on 


Hankscraft! re iF ie 


*Display designed by Zipprodt, Inc., Chicago 


free book 


Detailed information and drawings 
on all basic Hankscraft models to- 
gether with special motor applica- 
tions. Description of our free engi- 
neering service that helps you plan 
the animation for your displays. 


THE HANKSCRAFT COMPANY 
REEDSBURG, WIS. 
Sales offices in these principal cities: 
CHICAGO °¢ PHILADELPHIA 
Let Hankscraft MINNEAPOLIS * NEW YORK © DALLAS 
ngineer the animation TORONTO (Ontario) 
- SAN FRANCISCO (Erlach Lee Company) 


THE HANKSCRAFT COMPANY Department AR-8 
Reedsburg, Wisconsin 


Please send me FREE manual on Hanksceaft Display Motors. 
Name 

Company 

Address 


City 





Typography 


DAY and NIGHT 


From one of the 


LARGEST SELECTIONS 
of TYPE FACES 


available anywhere! 


And Progressive has every modern facility 
for furnishing you with type by hand, Mono- 
type, Linotype, Fotosetter in any form you 
need: repro proofs, negative or positive 
prints, metal or plastic plates. Booklet 
AR-2 describes our complete services. Write. 


PROGRESSIVE 


COMPOSITION COMPANY 
3th & Sansom Sts. ¥s, Philadelphia 7, Pa. 


(i We atte: oats 
. 


The Progress « Hanson + Progressive Grou; 
PROGRESS PLATE MAKING COMPANY 
913-23 Filbert St., Phila. 7, Pa. 

HANSON ELECTROTYPE COMPANY 
9th & Sansom Sts., Phila. 7, Pa. 


PROGRESSIVE COMPOSITION COMPANY 
9th & Sansom Sts., Phila. 7, Pa. 


iS 
New Bank Poster Service For 
Window, Wall and Lobby Display 
Full color Posters, 28”x44”, on 
heavy card stock. Many have life- 
size, hand-colored, photo blow-up 
as part of the layout. Yearly series, 
approved by Bank executives. Sev- 
eral types Poster display frames 
available. Write, wire, telephone. 


Security Displays 
1411 Wyandotte Street @ Bank Poster Div. 
Kansas City 6, Missouri @ Victor 2-8000 





Got Something 
Special in Paper? 


You sonpenee a sample in 


the hands of 21,000 Ad- 
vertising Management 
men with an insert of your 
own stock in AR. Com- 
plete with sales message, 
too. 


Advertising Requirements 
200 E. Illinois St., Chicago 
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recommendation: Redesign the Dia- 
mond insigne. 

This step, they asserted, was first 
and foremost in any design program 
to be undertaken, because retention 
of the old mark as the nucleus of 
the program would weaken its ef- 
fectiveness. 

Supporting reasons cited were 
numerous. For example, the hori- 
zontal lozenge emblem was too com- 
plicated and cluttered for good legi- 
bility and easy reading; also, it 
lacked adequate visual impact, and 
was difficult to use effectively and 
economically. 

Still another serious criticism was 
voiced: the diamond shape, in the 
conventional form used, was in no 
way distinctive or exclusively rep- 
resentative of our company. In fact, 
it has been shared by us with many 
other firms, including certain com- 
petitors, some of whom already 
utilize this shape as the basis of a 
consistent brand-wide design theme. 


> To illustrate the point, a check at 
the U. S. Patent Office made by one 
of the designers consulted on our 
problems revealed that approxi- 
mately 9,000 registered trademarks 
featuring the diamond shape are on 
file there. 

No estimate of the number of un- 
registered trademarks using this 
shape is available, but many do 
exist. The diamond shape has be- 
come so commonplace in recent 
years that continued retention of its 
use as a basis of brand identity 
would truly keep us in a “me, too” 
position. 

As a result of these preliminary 
studies and suggestions, the com- 
mittee engaged three design organi- 
zations, working independently, to 
prepare designs for a new company 
symbol which 


1. would offer greatest possible 
long-term value and usefulness, and 


2. could form the nucleus of a co- 
ordinated design program. 


Of the three designs submitted, the 
Committee selected the “Chemical 
Diamond,” the symbol created by 
Royal Dadmun & Associates, Inc., 
Baltimore, Md. 


> In its evaluation efforts, the com- 
mittee employed certain recognized 
“yardsticks” to gage trademark ef- 
fectiveness. To fulfill its function 
adequately under all circumstances 
of modern usage, today’s trade- 
mark or company symbol should 
measure up to these four basic re- 
quirements: 


1. Simplicity — Strength 
2. Size Reduction 


3. Color Reduction 
4. Character 

As you might suspect upon giving 
it a studied second look, the new 
emblem derives its inspiration from 
a chemical retort, and at the same 
time traces the shape of the calli- 
graphic letter “d” for Diamond. Un- 
usual conformation gives it excel- 
lent memory value and visual dis- 
tinctiveness. The design carries as 
an integral part of itself, and ef- 
fectively frames a conventional dia- 
mond shape without in any way sug- 
gesting similarity to other trade- 
marks utilizing diamonds. 

Note, too, that the diamond is 
stated vertically in the new design, 
whereas most other trademarks 
using diamonds, for some inexplica- 
ble reason, show them horizontally. 
This trademark is contemporary in 
mood with our time—the mid- 
twentieth century—although its 
conformation derives from a classic 
letter form and suggests a tradition- 
al chemical utensil. 


>The “Chemical Diamond” is 
unique in that it has a dual deriva- 
tion. As stated, it suggests both a 
letter “d” and a chemical retort. 
The accompanying illustration shows 
this derivation graphically. 

Here, we see the generally recog- 
nized retort shape, and following the 
red line downward, we see a repro- 
duction of a fifteenth century 
French manuscript, with the red 
circle enclosing the calligraphic 
letter “d.” Thus, while the new 
symbol is contemporary in mood, it 
is derived from classic origins. It, 
therefore, also has a timeless qual- 
ity and will never become “dated.” 

From the standpoint of distinc- 
tiveness or individuality, the new 
design enables us to escape from 
the “me, too” category of diamond 
merchants, while adeptly permit- 
ting us to retain the diamond as a 
part of our new symbol. Instead of 
being lost among 9,000 other stand- 
ard lozenge trademarks, the new 
symbol possesses distinctiveness and 
individuality, setting it apart from 
others and making it extremely 


easy to read, recognize and remem- 
ber. 


>To summarize, the packaging 
committee carefully selected the 
new symbol for its effectiveness un- 
der all circumstances. We are con- 
vinced that it will adequately rep- 
resent our corporate identity to the 
public, our stockholders, customers, 
employes, and potential investors 
and employes. It offers exceptional- 
ly good memory value and distinc- 
tive appearance, which will rapidly 
impress it on the viewers’ minds. 


... continued on page 80B 





by Albert Gommi Type C Print from Ektacolor Negative 


f the illustration is in the reproduction. Here is proof of the reproducibility of professional 
color prints made on Type C paper. Type C prints, further, have a degree of virtuosity, 
of color control, and of clarity and sharpness hitherto unknown. This exciting medium promises to lead to a new era 
of advertising and editorial photography, extending the talents of photographers and art directors alike. 


EASTMAN KODAK COMPANY «© Rochester 4, N. Y. 
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BUYING 
DECISIONS 


for 
materials and 
services used 


PRODUCTION 
PROMOTION 
MERCHANDISING 


are made by 


ADVERTISING 
MANAGEMENT 


And one publication leads 
all other advertising 
publications in coverage 
of this most vital target 
for your sales promotion 
—with far more advertis- 
ing manager circulation 
than is reported by any of 
the five leading general 
advertising publications! 
Get the details today! 


Advertising 
Requirements 


200 EAST ILLINOIS ST. + CHICAGO 11, ILL. 
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Likewise, the symbol is sufficient- 
ly contemporary in style to suggest 
the progressive character and for- 
ward-looking attitude of our man- 
agement philosophy and corporate 
policies. And due to the classic ori- 
gins of its elements, the new trade- 
mark has the essential dignity to 
suggest the dependability upon 
which prestige in any business is 
based. a4 


Round-Up of Slab Serifs 
Shown on Wall Chart 


A chart of square serif typefaces 

17x22” for posting on a wall or 
bulletin board—has been issued by 
the Eastern Corp., paper manu- 
facturers, Bangor, Me. This is an- 
other in the company’s. popular 
series of type families, assembled on 
a specimen sheet for easy reference. 

Square, or slab, serifs were de- 
veloped at the beginning of the 19th 
century. Originally designed for 
handbills and_ signs, they were 
called “Egyptian” because of their 
darkness as compared to other faces 
at that time, the guide states. Light- 
er versions were soon developed, 
along with extended and condensed 
varieties. 

The guide contrasts early square 
serifs, reproduced from a French 
type review, with their 1956 coun- 
terparts—such as Stymie, Gold 
Rush and Egyptian Condensed. The 
specimen sheet is lithographed on 
Manifest Bond, sub. 24, in three 
colors. 

It is available through franchised 
Eastern Merchants who carry At- 
lantic and Manifest grades of paper. 

44 


Adtype Adds 
Seven Faces 


England and Holland have fur- 
nished Adtype Service Co., Los 
Angeles typographers, with several 
interesting type families. The im- 
ports, shown on a specimen sheet 
recently prepared, are Amsterdam 
Typefoundry’s De Roos, a modern 
text and display face modeled on 
the classic Roman letters; Stephen- 
son Blake’s Modern No. 20, a type 
in the Didot style, and Grotesque 
No. 5, a slender serifless face. 

Two domestic faces added are the 
ornamental types Floradora and 
Rustic. Others shown are Clarendon 
Book and Title Gothic No. 42. 

The sheet supplements the Ad- 
type Work Book (August ’56 AR), 
the company’s complete type man- 
ual. One-line specimens and a list of 
sizes stocked are provided. 

. for more details circle 302, page 97 


Edigraph Service 
Facelifts Publications 


“First aid for the overworked 
editor” might be the subtitle of 
a 16-page booklet introducing a 
complete design and editorial serv- 
ice, Edigraph Inc., headquartered 
in New York. Designer George 
Samerjan, who spearheaded forma- 
tion of the service, explains its pur- 
pose: 

“Edigraph makes available to 
business magazines, house organs, 
etc., a consistent program of edi- 
torial/ graphics review and recom- 
mendations based on careful study 
and analysis. To ensure a_pro- 
gram indispensable to management, 
it is offered on an annual project 
arrangement.” 

There are two phases to the Edi- 
graph program at present. Phase I 
consists of a critique and analysis. 
Six issues of a subscribing publica- 
tion are reviewed by the service, 
and a written analysis of design 
and editorial content is submitted. 

Phase II provides layout visuali- 
zations of a publication once every 
six months. Special attention is de- 
voted to typical practices, spreads, 
table of contents pages and covers. 
Permanent recommendations in lay- 
out form are then prepared. 

. . « for more details circle 303, page 97 


Fotolines Booklet 
Shows New Styles 


More than 90 new lettering styles 
are shown in a brochure prepared 
by Fotolines Inc., Chicago, special- 
ists in process lettering. Free forms, 
outlines, scripts, gothic types and 
expanded faces are included. This 
addition brings to a total of 500 the 
selection of photographic 
available from the studio. 

Reverses and screened faces are 
among the lettering choices offered. 

. . « for more details circle 304, page 97 


forms 


Headliners Announce 
Catalina Gothic 


Forty-eight new alphabets in a 
square gothic series, Catalina, have 
been introduced by The Headliners 
Inc., New York, specialists in pho- 
toprocess lettering. A gatefold leaf- 
let shows condensed, italic, wide 
and extra wide versions along with 
“Catalina Normal.” 

This photoprocess group should 
not be confused with the Catalina 
script face developed by Intertype 
Corp. for use on the Fotosetter. 

All Catalina alphabets shown in 
the brochure are also available 
from The Headliners, Chicago. 

. .. for more details circle 305, page 97 





Local tv commercials don’t have to be 


amateurish, if you follow these sugges- 


tions developed by Republic Steel Kitch- 


ens for its dealers. 


How to Give Your Commercials 


The Hollywood Touch 


Some business men consider tele- 
vision a costly method of advertis- 
ing. Others consider it the most 
economical they can use. Why the 
difference in attitude? It’s because 
of the difference in sales results! 


The dealer who considers tv ad- 
vertising economical is the one who 
realizes that it is the most powerful 
advertising medium ever made 
available to man. 

Therefore, if you plan to use tv 
advertising, it will pay you to know 
how to get the most from it. Major 
advertisers have demonstrated that 
good commercials pay off in extra 
sales. 

The purpose of this article is to 
show you some of the more impor- 
tant basic rules of television adver- 
tising, and in so doing, help you to 
gain the greatest profit from the 
money you spend for it. 


> A good commercial has four main 
objectives. 


1. Get the viewers’ attention ... 
Use a device to make the viewer 
want to hear and see your message. 
It might be done by using an an- 
nouncer with an unusual voice... 
or starting with an_ interesting 
camera shot ... or a special offer 

. or bells .. . or a singing jingle 

. anything that will make a per- 


son feel he wants to watch or listen. 


2. Hold the viewers’ attention ... 
One of the quickest ways to lose 
your viewer is to load your com- 
mercial with so many points that it 
becomes difficult to understand and 
hard to listen to. Better to make one 
or two points and get them across 
than to try to make a half-dozen 
nobody will remember. Cut your 
commercial if the announcer has to 
rush through it. Make it a person- 
to-person sales talk. 


3. Create a desire for the product 

. . When you are making a sale 
in your store you show the features 
of the product. Do the same thing 
tion. Surveys say people retain ten 
on television. Use visual demonstra- 
times as much of what they see as 
what they hear. When you are 
watching the test run, turn off the 
sound and see if you can under- 
stand it from the picture alone. If 
you can, you have a good-to-ex- 
cellent commercial. 


4. Ask for the sale ... A good sales 
pitch ends with a request for the 
order. Always include something 
which tells your viewers to buy 
from you now ... or that you have 
a special sale .. . or some other rea- 
son for coming to your store as soon 
as possible. After all, a sale is the 
whole purpose of a commercial, so 


be sure you ask the viewers for the 
sale. 


> Nothing is more important to the 
effectiveness of your commercial 
than the right model or demon- 
strator. Be sure you pick the best 
available talent for these jobs. 

It has been clearly established 
that the receptivity and response of 
the viewer to a commercial is in- 
fluenced more by the person, or 
persons, appearing on the tv screen 
than by any other single factor. 

Most people still accept the myth 
that a person’s face is representative 
of his character. It is a fact that the 
viewer’s opinion of what is said is 
greatly conditioned by his attitude 
toward the appearance of the per- 
son making the announcement. 

Always try to choose someone 
who looks at home in a modern Re- 
public steel kitchen. A pleasing and 


This article is adapted from a booklet 
sent out to dealers handling Republic Steel 
Kitchens. While some of the specific sug- 
gestions apply only to that product. most 
of them will prove valuable to other ad- 
vertisers. AR wishes to thank Republic, its 
advertising agency, Meldrum & Fewsmith 
Inc., Cleveland, and its p.r. counsel, Nel- 
son B. Moore and Associates, Cleveland, 
for their cooperation in supplying and re- 
leasing this material. 
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1. Store Check 


ers should open and close easily 


Cabinets and draw 


-——s\ 


2. Right Costume ... A blue shirt looks 
better than a white one. 


3. TV White . . . To make white look 
like white, you may have to use a pastel. 


4. Picture Interest . . . Proper camera 
angle can add depth and interest. 
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5. Lens Choice . . . Improper lens can 
give viewers the wrong impression. 


6. Color Check . . . To make sure the 
color will show well, try out a drawer 
first. 


——" 


7. Eliminate Glare . . Special sprays 
will take care of annoying glare. 


inviting personality is far more im- 
portant than beauty or glamor. 
Realism with charm should be your 
guide in making your decision. 


1. Store Check 


> The kitchen you show on tele- 
vision will be seen by more people 
than any other you display. That’s 
why every care must be taken to 
make it look its best. Check it be- 
fore it leaves your store. If you are 
going to open a drawer or a cabinet 
in the show, make sure everything 
is in good working order. Make a 
second check when the merchandise 
arrives at the studio and a third 
check just before air time, if possi- 
ble. 

It's a good idea to fill storage 
areas of your display appropriately 
with utensils, linens, dinnerware, 
foodstuffs, etc. Doing so lends real- 
ism to the setting, and illustrates 
the spaciousness of the cabinets. 
Perhaps more important, it greatly 
reduces the noise factor caused by 
opening and closing empty drawers 
and doors. 


2. Right Costume 

> Many men make the mistake of 
going on television with a white 
shirt and then they can’t under- 


stand why their wives think they 
looked bad on television. Blue shirts 
are what the pro’s wear, and in 
most cases they follow through with 
clothes. 


3. TV White 


> Sometimes an object which is 
actually white will not appear white 
on the screen. Certain electronic 
disturbances can make an object 
look dirty or contrasty. In such 
cases, if the object can be sprayed 
or colored a light shade of blue, 
gray or green, it will appear whiter 
and cleaner on the air. 


4. Picture Interest 


>» Angle shots are always preferred 
to head-on shots. There is more op- 
portunity to get an interesting pic- 
ture when the kitchen is caught 
from an angle. In addition, it helps 
to further the illusion of depth. 


5. Lens Choice 


> Television cameras usually pro- 
vide a choice of several lenses with 
which to shoot your commercials. 
Most directors and cameramen in 
local stations favor the 50mm lens 





because it gives them greater mo- 
bility and a wider angle of view in 
small studios. However, it will also 
produce a picture of exaggerated 
distance and space. 

Sometimes this is flattering to 
the product, but sometimes it cre- 
ates customer resentment when 
viewers later arrive at your store. 
The tv camera has given them an 
impression which is entirely false. 
The real thing doesn’t look nearly 
as big, and the customer is disap- 
pointed. Sometimes, of course, the 
mechanics of tv make it impossible 
to use anything but a 50mm lens at 
a certain given moment. 

But unless it is impossible any 
other way, you should not permit 
extreme close-ups of product fea- 
tures to be shot with a 50mm lens. 
Close-ups shot this way will usually 
be far inferior in quality, and may 
cause an appearance of distortion. 
The 90mm lens more closely ap- 
proximates the viewpoint of the hu- 
man eye, and is good for medium 
shots. The 135mm lens is excellent 
for close-ups. 


6. Color Check 


>» Now that you have color, you may 
very well find that the colored 
kitchens look whiter on television 
than the white ones. If you want 
to make an easy check at the studio, 
just take a drawer or a door of a 
colored cabinet along with you to 
the studio and have your director 
put it on camera. He can tell you 
immediately which appears whiter 
— the white kitchen you have been 
using, or the pastel sample you 
brought along. 

Incidentally, if you're selling 
colored kitchens on black and white 
television, you may find you'll have 
to spray your units a slightly darker 
shade in order to make them look 
colored on the air. 


7. Eliminate Glare 


> Stainless steel sinktops and other 
shining metal can, at times, cause 
a reflection problem. The many 
lights hung at different angles and 
heights in a studio will sometimes 
cause reflections directly into the 
camera lens. This causes an un- 
sightly flare on the screen which 
may partially obscure or distort the 
product. If this happens, these hot 
spots can be dulled down with a 
waxy spray or with a spray of milk 
or other similar solutions. Most tv 
stations have something on hand in 
the studio for this purpose. 

If worse comes to worst and noth- 
ing else is available, you can deaden 
reflections from edged _ surfaces, 








THE MEYERCORD CO. 


REVOLUTIONARY! 


NEW MEYVYERCORD 


Mad ay NY 


DECAL SIGNS 


eall the advantages of 
pressure sensitive application! 
-all the permanence of a true decal sign! 


Meyercord research has produced a new Point-Of-Sale sign 
which combines the speed and simplicity of pressure sensitive 
application with the permanence and brilliance of a Meyercord 
Decal. Among the national advertisers successfully using 
Meyercord Pressure Sensitive Decal Signs are Admiral T.V., 

Stag Beer, Seven-Up, Amtico Flooring, Canada Dry, Gunther 
Beer, Arkansas Traveler Boats and others. No water is needed for 
the simple, fast application. As a result, far more of these 
Meyercord Pressure Sensitive Signs go up on location. Routemen, 
salesmen and field crews welcome this new convenience in 
Point-Of-Sale Decals. There are no restrictions as to design, shape 
or colors. They’re available in either halftone or poster style. 
Hurry ... let us send you samples and full information. 

Write on your company letterhead to: 


DEPT. K-207 
5323 WEST LAKE STREET 
CHICAGO 44, ILLINOIS 
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such as a strip of chromium or steel 
around the product, by using a strip 
of neutral-colored masking tape on 
the edged surface. If it is carefully 
applied, the tape will not be notice- 
able, except in extreme close-ups 
and sometimes not even then. In 
any case, however, it is wise to 
recheck the shots before going on 
the air. 


>’ When, for various reasons, you 
cannot put a full-scale kitchen in 
the studio, don’t give up. There are 
alternate methods of handling your 
commercials, among them the fol- 
lowing: 


1. Use a partial set and suggest the 
rest. . . For example, stage your 
commercial in a corner of the 
kitchen. 


2. Use rear projection. . . Have a 
photograph taken of your full 
kitchen, or a good part of it. The 
station will make this picture into 
a glass slide and project it onto a 
large screen, usually 12 to 15’ wide. 
Your announcer can work in front 
of this screen, perhaps with one or 
two active units to help create 
realism. On the air, the illusion will 
be that he is standing in a com- 
plete kitchen. 


3. Use small-scale models. This 
method can be very effective, par- 
ticularly if the scale of the model 
is not revealed at the very start of 
the commercial. If you have a model 
kitchen, for example, and it is well 
made, carefully lighted and proper- 
ly shot, the audience will take it 
for the real thing until the moment 
when a hand enters the shot, say, 
to rearrange some of the units. 

This dramatic revelation of the 
size of the model will add new in- 
terest for the viewing audience. A 
model is also an inexpensive and 
effective way to show kitchen re- 
modeling. A room can be trans- 
formed, piece by piece, before the 
viewers’ eyes. 


4. Use slides and still photos. If 
you have pictures of your kitchen 
set and the various units you wish 
to feature, they can be put on slides 
by the station and telecast from the 
projection room without tieing up 
a studio and the studio cameras at 
all. 

Photographs for this purpose 
should be 8x10” glossy. Or, photos 
mounted on illustration boards can 
be used on easels in the studio and 
shot by the studio cameras. For this 
purpose an 8x10” semi-matte is 
preferable. Slides and easel photos 
need not be used exclusively on 
a commercial, but may be inter- 
mingled with shots of the live an- 
nouncer. 44 
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‘*‘Moom’’ Pictures... 


TV Stations Offered 
Variety of Films 


The following educational films 
have been released for tv stations, 
schools, churches, etc., on a free- 
loan basis. 


“Your Miniature A 
World” 


15-minute, 
16mm color and 
sound film that 
depicts the making of miniature 
models from the days of ancient 
Egypt until today. For exciting au- 
thenticity, the film incorporates 
scenes relating the history of the 
famous U.S. Frigate Constitution, 
the U.S. Navy’s first flagship. The 
film was produced with the co- 
operation of the Los Angeles Coun- 
ty Museum, Dow Chemical Co., and 
the Los Angeles Board of Educa- 
tion. 


“Have a 
Hobby” 


Prepared by Mon- 
santo Chemical Co. 
as a public serv- 
ice, this film depicts many do-it- 
yourself hobbies, including “how to” 
convert plastic models into home 
decorations, rebuild a cellar into a 
play area, and make a play vol- 
cano. The film is 16mm color and 
running time is 124% minutes. 


“Building of The 


Building of 
The Scorpion” 


The Scorpion tells 
the story of the 
production of a model kit of the 
famous Scorpion jet fighter plane 
from drawing board to finished 
model. Exciting shots of the real 
Scorpion in action are included in 
the 5-minute, 16mm _black-and- 
white film produced by Northrop 
Aircraft Corp. 

Details on all three films are 
available from Revell Inc., 4223 
Glencoe Ave., Venice, Calif. 


Now ladies, let’s take a look at the 
other bowl. . . 


Colorful 


“Sui” 


The building of the 
348-mile gas pipe- 
line across the 
Pakistan desert is subject of a color 
motion picture entitled Sui. Pre- 
sented by the World Bank (The In- 
ternational Bank for Reconstruction 
and Development), the 26-minute 
film tells of the discovery of one 
of the world’s largest natural gas 
deposits in Pakistan in 1952. 
The film was photographed in 
Eastman Color by Rayant Pictures 
Ltd., and shows scenes of the 
rugged terrain and _ sun-scorched 
desert land lying in the more than 
three-hundred miles between the 
gas deposits and the city of Karachi, 
Pakistan’s chief industrial center. 
In addition to the geographic in- 
terest of the film, Sui stresses the 
importance of international cooper- 
ation in the economic development 
of natural resources and land areas. 
TV stations and other interested 
groups may obtain additional de- 
tails from Association Films Inc., 
347 Madison Ave., New York 17. 


Syndicated TV Spots 
Offered as Cost-Cutters 


A new “share-the-cost” plan for 
prospective tv advertisers has been 
developed by Animation Inc., Holly- 
wood, that enables syndicated spots 
to be bought cooperatively by non- 
competitive advertisers. 

Calling the new plan, “a logical 
way to spread advertising dollars,” 
Earl Klein, president of Animation 
Inc., says the spots are easily 
adapted to regional use by merely 
adding the name of the local spon- 
sor. 

The spots will be sales-tested be- 
fore going on the market and among 
those already offered is a used-car 
commercial series and another for 
banks. 

The company expects this new 
cost-cutting plan to not only attract 
advertisers in spot tv to increase 
their use of tv time. 44 


Tuning in... 


New Noises and News 
From Radio and TV 


Summer heat notwithstanding, 
the radio and tv field is still in there 
pitching in the realm of interesting 
news and notes on sounds and 
views. Among the more recent tid- 
bits to catch our attention were: 


Radio Show 
Award 


Southern Califor- 
nia Edison Com- 
pany’s radio pro- 
gram, The Bob Barker Show, won 
a first place award in the 1957 “Bet- 





ter Copy Contest” sponsored by 
Public Utilities Advertising Asso- 
ciation. 

The award cites Edison’s half- 
hour, audience-participation pro- 
gram as being the “best sales pro- 
motion radio advertising done by 
an utility during the year.” 

Using a home-making format, 
the show is broadcast from Elec- 
tric Living Centers located in vari- 
ous districts of the Edison Com- 
pany’s 10-county service territory 
at 10:30 am. on Saturday morn- 
ings. 


Radio Paging The installation of 
System a personal paging 

system that alerts 
no one but the person needed has 
been announced by Motorola Inc., 
Chicago. 

Installed in Chicago’s large Pitts- 
field building, the system is com- 
prised of a Motorola base station 
and 18 pocket radio pager-units 
carried by the building’s mainte- 
nance and key personnel. 

With the system, the building 
management is able to keep in con- 
stant touch with its service per- 
sonnel by buzzing the individual 
needed thus alerting him to the fact 
that the base station wishes to speak 
to him on his own radio unit. 


Transistorized 
Mobile Radios 


A new line of mo- 
bile radio units in- 
troduced by Motor- 
ola Inc., Chicago, incorporates a 
transistorized switching circuit in 
the power supply in place of the 
conventional vibrator. 

According to the company, the 
new “T-Power” radiophones will do 
away with the old-time vibrators — 
the part most frequently requiring 
replacement in mobile radio units — 
and also the “hash” produced by 
these vibrators. 

Additional information can be ob- 
tained by writing to Motorola Com- 
munications and Electronics, Dept. 
TIC, 4501 Augusta Blvd., Chicago 
51. 


Retailers Survey 
TV Advertising 


A survey of how retail stores use 
tv advertising was launched this 
spring by the National Retail Dry 
Goods Assn. It covers subjects as: 


e Current use of television by re- 
tail stores 

@ Method of budgeting advertising 
for tv 

® Stores’ future plans for use of tv. 


The _ survey, undertaken by 
NRDGA’s Sales Promotion Division, 
is the first by retailers since 1949. 

44 





Here's What Whirlpool Gains By 
Using Self-Adhesive 


1. Brilliant, good looking signs in keeping with the distinguished RCA 
Whirlpool name. FasCal signs look better longer too — dirt 


, grease, 
stains w 


rash off easily leaving FasCal bright as new. Won't chip or craze. 
2. Ease of application. Signs made on pressure-sensitive FasCal get more 
use by dealers, drivers and salesmen because they’re so simple to put up. 
Just peel the new easy-release paper off the back and press in place. 
3. Excellent reproduction. Details come out bright, clear and permanent 
when FasCal Vinyl is printed or screened with vinyl inks or paints. 
FasCal stock is available in either pure white or attention-getting yellow. 
4. Proved quality. Used by well known advertisers wherever the situation 
demands signs of unusual durability. FasCal’s superior vinyl and un- 


equaled permanent adhesive prove that in pressure-sensitives, Fasson 
makes the best. 


Mail Coupon Now for FasCal Samples and the New FasCal Folder 


| Fasson Products 


Dept. A8K, 250 Chester Street, Painesville, Ohio 


| Please send me FasCal samples and literature. 


| NCO  cteecennmeen FING enmmmmcn 

Fasson Products 

Painesville, Ohio 

Sales Offices In 

Detroit 
New York | 
Oakland, Calif. | a State aetesmeeeese | 

Philadelphia 


| Company 


Boston 


SRC E censennnnreenenreree creer neers ere ASSESSES 
| 


Chicago 
Cleveland 


ee eee eet 


for all your presentation needs . 
ARLINGTON 5S WAY 
PRESENTATION EASEL 


Pep up your presentations with this modern lightweight aluminum easel. 
Rigid — it is supported by four legs, will not wobble 


Portable — it folds down to 29’ x 40” x 2” with no screws or attachments 
to get lost. 


Arlingtén’s Easel is 72” high and features a chalkboard 29” x 40" ... 
weighs 15 Ibs. Perfect for 


@ Paper Pad Presentations @ Blockboard Chalktalks 
e@ Flip Chart Presentations e@ Card Chart Speeches 
@ Point-of-Purchase Posters 


Complete with auvick-change pad holder 
Order today — free literature available 


ARLINGTON ALUMINUM CO. 


19001 DAVISON * DETROIT 23, MICHIGAN 


834250 
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MAGAZINE 
REPEATER 


HI-Fl TAPE 
CONTINUOUS PLAYBACK 
with Exclusive 

MAGAZINE LOADING 


The Ta ba-Yel CORPORATION -; Special Products Division 
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é ow to Make 
Your Films 
Last Longer 


Your motion picture budget won't last long if you have 


to keep on buying replacement prints. Following these simple 


precautions will save you money and stretch your budget. 


By Dolph Franklin 


Business and _ industry invest 
more than $20,000,000 per year on 
motion picture productions for ad- 
vertising, sales, educational and 
public relations work. In addition, 
television films keep setting a sky- 
rocketing expenditure pace. With 
this amount of money at stake, the 
proper care and feeding of films 
takes on great importance. 

If you properly care for your 
prints and right “down the line” 
you insist that others do the same 

about twenty runs per print can 
be their average length of life, com- 
pared with six or so otherwise. In- 
deed, with a definite schedule of 
check-ups from time to time, you 
will have the chance of testing the 
predictions of the chemists, who 


claim that present-day film stock 
may last 400 years. 


> By “down the line” we mean: 
from the laboratory to your film 
in transit, from the projectionist’s 
work to your storage bins. After all, 
there are many reasons for wanting 
longer life for your films: every 
print that prematurely finds its way 
into the trash basket means a loss 
of approximately $40 and when 
you multiply that figure by the 
number of prints in your library 
or “released” you begin to see the 
potential of the vast, unnecessary 
waste. 

Scratched films are poor public 
relations. With business films being 
seen by tens of million of people 
annually, the importance of keep- 
ing films in the prime of life be- 


comes obvious. In television, any 
damage on a 16mm film is magni- 
fied many times when viewed even 
on a 24” screen. 


> Laboratory work must be thor- 
oughly supervised by your own 
representative. Or make sure that 
your lab’s rep is extremely cooper- 
ative. This does not imply innate 
laxity on the part of labs. It sim- 
ply happens to be a fact that lab 
work is delicate, and any careless- 
ness whatsoever in developing or 
printing can quickly wipe out pro- 
duction wizardry 


Here are some things you ought to 
beware: 


@ Dirt on your negative. 
result in 


. It will 
flickery 


splotched and 
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images when projected. 


© A scratch on your negative. . . It 
will mean prints hatched with dark 
lines. 


® Dust and coarse material. . 
These will appear white on the 
print. 


© Improperly treated prints. 
They will not project with sufficient 
contrast. 


Make sure that your lab has ad- 
vanced sensitometric control of pic- 
ture and sound track printing of 
16mm films. And have your lab try 
to keep grain (or “noise”) in your 
16mm films to a minimum. In addi- 
tion, to insure a longer life for your 
film, check into the ability of your 
lab to supply a continuous 1200’ 
16mm _ print without weakening 
splices. Splices have the “inherent 
vice” of breaking while film is being 
projected — and they “hiccup” 
when they pass the projector gate. 


> You invest thousands of dollars 
in shooting, story-boards, talent, 
production fees and lab work. Then, 
all you’ve got is the reel in the 
can. If it’s old film by now, it de- 
serves rejuvenation. If it’s new film, 
it deserves protection. 

First, let us assume you have 
film that requires rejuvenation. 
How do you go about getting it re- 
stored to meet the standards of high 
quality screening? 


> There are a number of companies 
(not very many in this specialized 
field) which have their own type 
of scratch-removal techniques to 
offer the business, industrial and tv 
markets. Frankly, most of them are 
tight-lipped about their processes 
and formulas for rejuvenation in 
that they do not consider them- 
selves limited to removing scratches, 
but their restoration processes in- 
clude scratch removal from both the 
base and emulsion, splice repair 
work, and the elimination of film 
brittleness. 

A well-known “film doctor” on 
the East Coast is Jack Bernard, 
president, Rapid Film Technique 
Inc., New York, who decribes a re- 
juvenation treatment as _ follows: 
“It is cleaning the film to remove 
all oil stains, fingermarks, dirt, 
‘snow, and other blemishes; re- 
pairing all physical damages such 
as torn sprockets, poor splices; re- 
moving of all scratches from both 
the base and emulsion; applying a 
hard, protective coating to resist 
future damages.” 

Although Jack Bernard guards 
Rapid’s techniques in concrete 
rooms of secrecy, he does disclose 
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that “incoming film is given a hand 
inspection for damages, sent through 
three to six closely supervised 
mechanical and chemical operations 
— depending on how badly the 
film is damaged — and given a final 
hand inspection before being 
shipped.” 

The technological advances made 
in this field can readily be seen 
when we consider that many 30- 
year-old comedy prints are making 
the late-late show tv-rounds. By 
all former measuring rods of chem- 
istry, they would be yellow dust. 
Instead, they are gold mines for dis- 
tributors. 


> Economy, of course, is a prime 
factor in considering rejuvenation 
service. It is possible to completely 
restore what was once an unusable 
film for only 1c per foot. This com- 
pares extremely favorably with the 
15c to 16c replacement cost per foot 
for worn prints. And major firms 
such as Ford Motor Co., Atchison, 
Topeka & Santa Fe, Jam Handy 
Organization, American Medical 
Assn., and E. I. duPont deNemours 
have taken the rejuvenation way to 
savings. 

Time and again it has been 
proven that the cost for repairing 
a print is never more than a small 
fraction of the price for a replace- 
ment print. 

“Let us not overly emphasize re- 
juvenation processes,’ advises E. 


Make Sure to Inspect Your 
Film For the Following: 


Splices of Scotch 
tape or pins. 


Repair sprocket 
punches made by 
misses of claw. 


Beware of break- 
ing film while re- 
winding. 


Splices must be 
strong. 


Catch torn or en- 
larged_ sprockets. 


Keep scratches off 
picture area. eo 


Avoid scratches on 
sound track, 
which lead to hiss- 
ing and popping. 


Pigeon of the Museum of Modern 
Art’s Film Library. “In our film 
library, the length of the reels is 
similar to those of business and in- 
dustrial films, but certainly not to 
television commercials. For tv com- 
mercials, a rejuvenation process is 
hardly worth the effort. Best thing 
to do is simply to order another 
print. The 15-minute industrial 
film or the 30-minute sales promo- 
tion film are a different story. Al- 
though I highly recommend re- 
juvenation processes, I don’t be- 
lieve they are always needed. A 
good cleaning of your film and a 
buffing of the celluloid side, or the 
use of a fine quality scratch re- 
mover, often does the job.” 


> Better yet, why not prevent film 
damage? 

Morton Zimmerman, _ television 
film director, Pace Advertising Inc., 
New York, long an exponent of 
better care for 16mm films going 
through the tv and commercial 
channels, says: “There are film labs 
which look upon 16mm film as 
amateur fodder, and accordingly 
don’t take the precaution of hard- 
ening the ‘green’ film before its 
first projection. To give film added 
strength for rugged usage, apply a 
coating of film conditioner.” 

There are a number of fine pro- 
tective coatings on the market with 
impressive case histories and “be- 
fore-and-after” reports. For exam- 
ple, when footage from the same 
roll of stock is subjected to wear 
tests — the rubbing of film against 
film—the portion treated with coat- 
ing protection shows remarkable 
freedom from scratches. 

“The main purpose of a protec- 
tive coating,” continues Mr. Zim- 
merman, “is to make your film 
abrasion-resistant and do away 
with the stickiness so often found 
in ‘green’ film. A coating is easy 
to apply with a soft cloth. A uni- 
form application acts as a lubricant 
and forms a tough, clear antistatic 
film. Or in the labs, the processing 
fluid is applied while in the drying 
cabinets of the developers or in 
special equipment as an after-treat- 
ment. It is done with a cloth-cov- 
ered roller rotating slowly against 
the direction of the traveling film.” 


> Technical aspects of lengthening 
film life are controllable. The hu- 
man factors are uncontrollable. And 
this brings us to the projectionists 
and the personnel of television sta- 
tions. 

A cross-section of professional 
opinion points to the projectionist 
as being the keeper of the key to 
longer film life. After all, he is 





supervising the film while it is liv- 
ing ... alive. . . speeding through 
the projector .. . and eternal vigil- 
ance is (or should be) his watch- 
word. Here again, of course, we 
are discussing the 16mm films. It is 
assumed that 35mm _ projection 
operations are always handled by 
the professionals. 

There are basic rules and sound 
comments worth serious considera- 
tion for getting better mileage from 
your films: 


1. Carefully thread your projector, 
even if you believe it is already a 
well-entrenched habit. As in all 
walks of life, the “accident” hap- 
pens when you take that one 
chance. 


2. Turn your machine by hand six 
to eight times to test film-fit of 
sprocket teeth and holes. 


3. Keep your eyes on the loops — 
a sudden tightening can damage 
your print faster than you think. 


4. After you have exhibited your 
film, keep your eyes on it as it 
winds onto the take-up reel. Even 
film that has projected perfectly 
can be damaged “on its way home.” 
As a matter of fact, if you have 
borrowed the film from a_ well 
equipped library, you need not re- 
wind after your showing. Most 
owners prefer to clean the film of 
any emulsion particles it might have 
picked up during its showing. And 
this is done during the rewind oper- 
ation. 


5. Wear clean, white cotton gloves 
when rewinding film. This both 
prevents the smudging of film and 
assures the removal of oil, grease 
and anything of a coarse nature. 


6. Never stop a projector when a 
reel of film is going through. On a 
sound print, the sound head of the 
projector keeps revolving and a 
stop may scratch the print. 


7. Properly wound film is smooth 
on either side of the reel and there 
are no protruding ridges. When 
wound too loosely, there is a tend- 
ency for the film’s moisture to 
evaporate. This means the possi- 
bility of warped film. Warped film 
curves from the pull-down claws 
of the projector, the sprocket holes 
“miss” and the film slips through 
the projector. Always firmly wind 
the film onto the reel. 


8. Firm winding does not mean 
over-tight winding. This might 
cause abrasions. After each show- 
ing, check the splices and sprockets. 
Early action prevents more serious 
damage. Torn sprockets occur fre- 
quently. But it is only the wasteful 


who reject a print for further use 
because of it. Repair sprockets give 
a print its full value, its full life. 


9. Give your projector periodic 
check-ups, especially its lens and 
film gate. Use lens tissue. Beware 
of dirt piling up on the soundhead 
rollers. Only a small particle of 
hardened film on the gate or rollers 
will cause chattering in sound re- 
production. 


10. It is a good idea to keep a 
cleaning fluid near the projector. 
There are many acceptable com- 
mercial solvents. 


11. If you hear a hissing and pop- 
ping during the showing, you know 
there is a scratch on the sound 
track. Make sure the scratch is re- 
moved before your next showing. 


> The Harwald Co. Inc., Evanston, 
Ill., has developed an editing ma- 
chine that electronically inspects 
and edits any 16mm film, silent or 
sound, mounted on reels up to 2,000 
ft. This Inspect-O-Film, the only 
type of its kind, actually inspects 
film at a speed of 400’ per minute, 
detects torn sprockets, sprocket 
punch, splices, breaks, tape splices 
and patches. It measures footage, 
cleans, rewinds, views, counts 
splices, reads and_ synchronizes 
sound — and it only takes 30 sec- 
onds to thread. It is an expensive 
piece of electronic equipment that 
could only be afforded by the larger 
tv stations, film producers, film 
labs, film libraries and film distrib- 
utors. 

It gives evidence, however, that 
the electronics age is here. Is there 
any reason, therefore, to make any- 
thing but long-life film an integral 
part of your operation? 44 


If we're going into this audio-visual 
business seriously, we really ought 
to buy a projector! 


Three Steps Up.... 


Audio-Visual Field 
Reports New Facilities 


Two new facilities for the audio- 
visual field have been reported by 
the following companies. 


“World's Largest’’ Reporting it to be 
Tape Plant capable of meeting 

the recording de- 
mands of the entire world for the 
next ten years, Minnesota Mining 
and Manufacturing Co. put its 
“world’s largest magnetic tape 
plant” into a 24-hour-a-day pro- 
duction in June. 

The plant is located in Hutchin- 
son, Minn., and is maintained in al- 
most “hospital-sterile’ condition to 
produce tapes for the critical ap- 
plications of video tape-recording 
electronic computers and _instru- 
mentation recording. 


According to the company, the 
new plant is using not only every 
known advance in the tape indus- 
try, but also some radically new 
tape-coating and slitting equipment. 
The greater operating efficiency, 
according to Dr. W. W. Wetzel, gen- 
eral manager of the company’s 
Magnetic Products division, “would 
eventually make possible substantial 
reductions in the cost of magnetic 
tape to users in all fields.” 

While the new Hutchinson plant 
has now become the company’s 
major production unit for all mag- 
netic tapes, no plans are being made 
for closing down any of the other 
plants concerned with tape manu- 
facturing. 


First Low-Print 
Magnetic Tape 


The production of 
anew magnetic 
tape, in which lay- 
er-to-layer magnetic print-through 
has been reduced so low as to 
cause no harmful even 
through decades of storage, has 
been announced by Audio Devices 
Inc., New York. 

The new tape is called “Master 
Audiotape,” and as the first low- 
print tape to be put into production, 
it promises, according to the com- 
pany, a solution to many vital qual- 
ity and storage problems faced by 
the entire field. 


effects 


An additional advantage credited 
to the low-print tape is the lack of 
“leakage” of signal from one layer 
to another on a reel of tape, a con- 
dition which often causes an echo 
effect on tape recordings and on the 
phonograph 
them. 


records made _ from 

Master Audiotape is reported to 
be completely interchangeable on 
recording machines with any stand- 
ard tape. 44 
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SAME DAY 


slide 


SERVICE! 


on all types 
including color! 


ADMASTER is New York's top 
resource for any and all types 
of slide preparation work. For 
every type projector... black- 
and-white or color .. . one-of-a- 
kind or large runs. Put Ad- 
master’s “know-how” to work 
for you... no charge or obliga- 
tion for technical assistance 


FREE BOOKLET containing 
price lists, ideas and how-to-do- 
it information on more than 200 
photostatic, photographic and 
slide services available at Ad- 
master. Write or call: 


Admaster 


PRINTS INC. 
BEAL Ce ee enh 


/ 
<< “ Cancer? 
The American Cancer 
Society says that too 
many people die of tt, 
NEEDLESSLY ! That’s why 
I have an annual medical 
checkup however well I 
feel. I know the seven 
danger signals. And 
when I want sound 
information, I get it 
from my Unit of the 
AMERICAN CANCER SOCIETY 


® 


' WHERE? 
Cp? 7 

. right here in mid- 

a America, that’s where! For 
fast, sharp, sell-packed 

TV spots, slides, sales and 

training visual aids call 

Kileen. Full time staff—time 


saving teamwork gets your 
job done under one root. 


SEND TODAY for Kileen 
“Kutie of the Month” plus 
“Foto-Facts” FREE 


kileen studios 
235 East Orchard Dept. 205 
Decatur, Illinois 
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PRINCIPLES 
OF 
SLIDE 
TECHNIQUES 


Sylvia H. Simmons, McCann-Erickson Inc., gives 
AR readers the benefit of some clear thinking on 


planning and producing a slide presentation. 


1 | Keep the Visual 
Simple 


Never permit more than one 
thing at a time to be happening on 
the screen. If the members of the 
audience are busy figuring out what 
is going on visually, they are not 
giving their full attention to the 
speaker. The rule of thumb is this 


4 # 
| - | 
/ 


one that is followed by the sculptor. When asked how he made a statue he 
answered, “I just start with a big hunk of stone and take off everything that 
isn’t absolutely essential.” Our slide art should be a simple image, a single 


message told with dramatic simplicity . . 


. which brings us to our second 
principle. 


? i The Visual Should 
Complement the Speaker 


It should never fight him. Too 
often slides are created so that there 
is something on the screen that says 
or visualizes something different 
from what the speaker is saying. In 


\* Zee the slide illustrated, the audience is 
: listening to something about Coca- 


Cola, but seeing something about Esso. The result is confusing; neither 
image comes across clearly. What the slide should do is create a mental 
image of what the speaker is conveying orally — to double the impact of the 
spoken word by calling into play the eyes as well as the ears of the audience, 





3 Never Frustrate 
The Audience 


A slide of two men looking at a 
graph, with the graph itself either 
hidden, or too small to be clear, is 
bad. Nothing is more frustrating 
than to know that a slide holds 
something of meaning to you, and 
not be able to see or read it. This 

applies equally to art, photography, or words on the screen. Place the visual 
emphasis on the object under discussion, so the audience can see it and un- 
derstand it. Where there is detail to be shown, sacrifice the situation and 
show a close-up of the most important thing. 


A Avoid Copy 
On Your Slides 


Except as titles, captions, or in 

summary, avoid copy. For one thing, 

a slide can accommodate only so 

much lettering that will be legible 

to the audience. If it is not legible, 

it is not eligible for inclusion in our 

slides. Besides which, lettering on a 

slide increases the cost — money which might be better spent on better art. 

Slides like this are always out with us. Haven’t you seen even professional 

speakers use slides like this in talks? A much more sensible way is to show a 

close-up of what you want your audience to see. If you can show one thing 

and get your message home, your slide has paid its way. If you give them 

the whole show, but nothing stands out, they might as well be looking at the 
wallpaper design. 


z Limit the Use 
Of Montages 


Montages are like the wallpaper I 
just referred to. They are pretty, 
but most ineffective. Of course, 
montages do have their place; the 
important thing is to keep them in 
their place. Actually, we believe 
that they have two places: a mon- 

tage of magazine covers, for instance, may serve to create an over-all im- 
pression, as when talking about the extensiveness of a media campaign, 
when it is not terribly important for the audience to remember the actual 
names of the magazines. Also, we can use such a slide in summarizing. When 
each separate point has already been made on an individual slide, a montage 
of several previous slides will serve as a flash-back. 


6 Never Allow A Character 
On the Screen to Talk 


Allowing a _ character on_ the 
screen to do the talking will set 
your visual aids back some 50 years. 
What is more ridiculous than some 
static cartoon or photograph star- 
ing out at an audience while some- 
one else talks? What does such a 

visual accomplish? Nothing. This isn’t an easy thing to get around when it’s 
really necessary to imply that a particular person is saying something. One 
way to do it is to show a single dramatic situation, and have the back of the 
speaker towards the audience. From the face of the listener we know that 
the man on the screen is supposedly talking. 


4 CONVENTION AND 
Ng TRADE SHOW EXHIBITS 


Pen 
Faas 
to 


i 


DIORAMAS 


ray 


SS UNITS 


F dena SHOWS 
Ta MEETING PROPERTIES 


4“. SPECIAL PRESENTATIONS 


Write today for your 
copy of “Drama and Ac- 
tion in Trade Shows and 
Institutional Exhibits.” 


GARDNER 
DISPLAYS 


477 Melwood Street, Pittsburgh 13, Pa. 
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Do you have to 
make a report to 
your board? 


Want a new way 
® to tell your story 
a’ —a new way to 
make statistics 
stand up and be 
recognized? 
We've been able to point up 
some romance in even the 
weightiest reports. Chances are 
we can help you, too, with a 
comprehension of the problem 
that will amaze you. (We are 
only as far as your phone—and 
you needn’t feel obligated.) 


The Chartmakers, Inc. 


SPECIALISTS IN 


Visual Telling and Selling 


480 LEXINGTON AVE., NEW YORK 17 
MU 8-2760 — Just ask for “Sales” 


—, 


UARE? 
| SQUARE: 


: . dealing, that is ! Adver- 
tising photography, film spots, 
a slides, visual sales and 
S training kits delivered when 
promised ! Full-time staff 
teamwork plus one-stop service 
(Art Director, photography, 
processing ). Fair prices — fast 
action — no goofs. 
SEND FOR FREE “Foto- 
Facts” and Kileen ‘“‘Kutie of 
the Month” 


kileen studios 


235 East Orchard Dept. 206 
Decatur, Illinois 


The New 
ADMATIC 


Sells and Tells your story 
continuously with 30 
color slides, 

New CINEMATIC 
continuous trouble-free 
cabinet projection for 
your 16mm movies. Rent 
or Buy. 


me HARWALD co. 


1216 Chicago Ave., Evanston, Ill. + Ph.: DA 8-7070 


NEXT MONTH IN AR 


Suggestions for your 
Christmas gift list. 
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Concentrate the Slides 
Within the Speech 


spread your slides out 
through the entire speech, but con- 
centrate them in one or two sec- 
tions. We try to have about six 
slides per minute. In our Florida 
meeting for Esso, for example, we 
did this: One of the speeches 


was 25 minutes, and six slides per minute would have meant 150 slides. Now, 
having so many slides could put the audience to sleep, to say nothing about 
the cost factor. If we used fewer than six per minute, that might put them 
to sleep, too. So we had the speaker talk without visual aids for six minutes. 
Next, we used a prop which took another two minutes; then another ten 
minutes unaided. Then, we concentrated our slides in the ten minutes that 
most needed visual impact. Actually, 56 slides were shown during those ten 
minutes. In the last five minutes, he wound up his talk without props again. 
It came across as a varied and exciting presentation. 44 


Variety Plus... 


Industrial Films Reveal 
Wide Range of Purpose 


The following films reveal the 
wide variety of purposes the indus- 
trial film can serve. 


New Packaging 
For Baby Food 


A full-color slide- 
film helped the 
Pablum Products 
Division of Mead Johnson & Co. in- 
troduce its new assorted pack of 
baby cereals to food brokers and 
dealers. 

Produced by the Cal Dunn Stu- 
dios, Chicago, the 20-minute film 
uses lively cartoons and live-action 
photography to explain the “birth” 
and sales potential of the new prod- 
uct. 

First showing of the film was 
during the National Association of 
Food Brokers convention in Chi- 
cago. 


On Better 
Mousetraps 


Using the classic 
mousetrap allegory 
as a basic theme, 
The Man Who Built a _ Better 
Mousetrap takes a stand for the 
value of advertising by pointing out 
the advantages it has given our na- 
tional economy. 

The film cites specific examples of 
basic consumer products and uti- 
lizes live-action photography and 
glide-motion animation techniques 
to show how increased demand 
created by advertising results in in- 
creased production, improved prod- 
ucts and lower costs to the con- 
sumer. 

The film is an 18-minute Tech- 
nicolor motion picture produced by 
Kling Film Productions, Chicago, 
and sponsored by Standard Oil Co., 
Indiana. 


“How to 


How to Up Sales 
Up Sales” 


by Better Sales 
Supervision fea- 
tures the sales team of R. C. Borden 
and A. C. Busse. 

The result of a study conducted 
by ICR, an affiliate of Vision Inc., 
New York, showing the need for 
better salesmanship, the film points 
the way to better sales supervision 
by the following basic steps: 

1. Leadership qualities 

2. Man-to-man relationship with 
salesmen 

3. Planning and organizing of work 
habits 

Supervised by X. F. Cutton, exec- 
utive director of ICR Corp., the 
film was produced by Kranz-Gil- 
mour Division of Pathe Films Inc. 

It was distributed to 150 national 
organizations who were the pre- 
release subscribers through the ICR 
Corp., United World Films Inc., 
subsidiary of Universal Pictures, 
and Vision Inc., New York. 


Highway Entitled Gentlemen 
Safety Be Seated, this 
13% minute, 16mm 
film documents the hazards of driv- 
er fatigue and shows how this 
danger can be eliminated through 
the use of scientifically designed 
truck-seating equipment. 

The film shows actual road condi- 
tions, laboratory sequences, and 
demonstrates the importance of 
protecting drivers from damaging 
road shock and vibration. 

The film was produced by Fenton 
McHugh Productions, and _ spon- 
sored by the Bostrom Mfg. Co. in 
cooperation with the National Truck 
Drivers Association. 

It is available on a _ free-loan 
basis to groups interested in prob- 
lems of highway safety. Through 
Modern Talking Picture Service, 3 
East 54th St., New York. 44 





Promotion Plus . . . To back-up current 
promotion of linoleum, Armstrong Cork 
Co. provides prospect with 3-D Viewer, 
slides and booklet showing available pat- 


terns with harmonizing color schemes. 


Armstrong Uses Viewer 
To Promote Linoleum 


Newest sales promotion by Arm- 
strong Cork Co., Lancaster, Pa., 
provides the prospect with a “take- 
home salesman” in the form of a 
3-D viewing kit that illustrates 
Armstrong linoleum in various dec- 
orating schemes. 

The entire kit consists of a fold- 
ing cardboard stereoscopic viewer, 
six sets of 3-D slides showing the 
same kitchen decorated in different 
color schemes using harmonizing 
Armstrong flooring patterns, and a 
booklet showing how the decorating 


ideas can be adapted to almost any 
kitchen. 44 


Kodak Offers Pamphlet 
On Art Work Standards 


A six-page pamphlet from East- 
man Kodak Co., Rochester, N.Y., 
offers tips on the proper Artwork 
Size Standards for Projected Vis- 
uals. 

Prepared for artwork from which 
projected visuals are made, the 
pamphlet specifies standards for 
artwork to enable it to conform to 
the camera apertures for 35mm 
slides, filmstrips, movies, or televi- 
sion. 

This artwork standard pamphlet 
ties in with three others to form a 
system for art preparation in this 
field. The related publications are 
Legibility Standards for Projected 
Materials, Photo-Art Production 
Cabinet, and Template and Instruc- 
tions. 

The pamphlet is punched to fit the 
Kodak Photographic Notebook. 
Single copies are available. 


. « for more details circle 319, page 97 


Start of a Sale 


In offices across the country where advertising campaigns are 
being put together, the hands of Advertising Management 
reach regul arly for the latest issue of Advertising Requirements. 
These readers responsible for putting advertising ideas into 
action—some 21,000 advertising managers, media and agency 
executives—know that every issue of AR brings a wealth of 
not only “how-to-do-it” but “where-to-buy-it’” material as well. 
Four out of five readers responding to an AR questionnaire 
said they had already bought or were planning to buy, one or 
more items they h ad seen advertised in Advertising Require- 
ments. And small wonder, too, because AR supplies vital 
information on new methods, effective procedures, and useful 
products in some 13 areas of advertising: 


Art and Photography 
Audio and Visual Aids 
Direct Advertising 


Photoengraving 

Premiums and Prizes 

Printing and Binding 

Layout and Typography Radio-TV Production 
Packaging and Labeling Shows and Exhibits 

Paper Window & Store Displays 

Signs and Identification Materials 

Since these readers are looking for ideas, materials and services 
they can use in their advertising campaigns, it’s a cinch that 


the pages of Advertising Requirements is the best spot to 
start a sale. 


Advertising Requirements 


200 ee ILLINOIS STREET e CHICAGO 1 waar none 
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Biuped Gfuide ani 


Imadesxx of Adwertisers 


Art & Photography 
rp. of America 


Art Supplies 
a is % 


Inside Front Cover 
M. P., C 73 
t SuprT : 72 


73 
Audio Aids 
Pent r 86 
Recorded Publications Labs. 96 
Balloons 
Pioneer Rubber ¢ 68 
Binders, Catalog Covers 
A f j ‘ r 13 
Heint 17 


8 
Binding Equipment & 
Materials 
A f Juct r 13 
Calendar Blanks 
Falulah Paper C Back Cover 
Camera Lucida 
tk M. P e 73 
ey-Luci Products C 72 
Clipping Services 
Burrelle Pre Clipping 


Color Separations 


' 5 ( 
7ruvoc K & C 


Control Boards 


c 
rapt 5 tary 


Copyfitting Aids 
e C 


raper 


Decals 


Allied Decals Inc. 96 
Meyercord Co 83 


Direct Advertising 

Brodie Advertising Service 12 
Co ourpicture Publishers Inc. 16 
Crocker, H. S., Co. Inc. 30, 62 


- 


Curt Teich & Co. Inc. . 49 
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Display Materials 
asson Products 
Kleen-Stik Product nc. 
Security Display 
Display Motors 


Hankscraft Co. 


Hanser Mfa. Co 


Easels 
Arlington Aluminum C 


Envelope Stuffers 
Crocker, H. S., Co. Ir 


Envelopes 
Du-Plex Onvelope Corp. . 16 


Fluorescent Colors & Inks 
Craftint Mfg. Co 
Inside wae Cover 
16A 
40A 
48A 


Paunend Papers & 
Materials 
Mfg. Co 


Inside Front Cover 
Radiant C r C 40A 


Foil 


Hazen Paper C 38 


Foil Printing 
Advance Lithographing Co. 
Sherman-Hennessey Printing 
Co 32A 
Gravure Services 
Collins, Miller & Hutchings 
44 


22 


Inks, Silk Screen Process 
Craftint (fg Co. 

Inside Front Cover 
Lawter Chemicals Ir 16A 
Naz Dar Co 6 
Radiant Colo s 40A 
Switzer Bros. Inc. 48A 


Invisible Ink Postcards 


Moss, M. E., & Co 33 
Weck Process Co. 32 


Labels 
C & H Supply Co. . 26 


Eureka Specialty Printing 


Co. i 
Letter Shops 


Brodie Advertising Service 
Letter Shop Inc. . 


Lettering Devices 
Varigraph Co. Inc. 72 


Motion Picture, Slide, TV 
Services 

Admaster Prints Inc 90 

Kileen Studi 32, 90, 92 


Offset Plates, Presensitized 
Remington Rand Div. | 


Packaging Materials 


Switzer Bros. Inc. 48A 
Thilmany Pulp & Paper 4 


Paper, Printing 
Champion Paper & Fibre 
. 8A 
sper Mfg. Co. 44 
rn "Co 35 
lah aan r C Back Cover 


on Produc 85 


64 
7 
So O. 39 
Str ore Paper C che 
Weston r 15 


Paper Specialty 
enfang Paper Co. Inc 96 
Chomice aper Mfg. Co. 44 
Eastern Corp 35 
Fa Back Cover 
85 
38 
5 
64 
39 
4 


Paste-Up — 
Craftint Mfg. 


kon Front Cover 


Photo Lettering & 
Typesetting 

Photo-Typesetting 

Pioneer Pt Com 

Proaress-Han n-Pr 
Wroup 

Rapid Typographers Inc. 


Warwick Typographers 


Photo Prints, Quantity 
Major Photo Co. 
Photo-Matic Co. 

Rapid Copy Service Inc. 
Zepp Photo Service 


Photo Reproduction 
Services 

Admaster Prints Inc. 

Color Corp. of America 


Rapid Copy Service Inc. 


Photoengraving & 
Platemaking 


Capitol Engraving & Ele 
trotype Co. 


ns, Miller & Hutch na 
Inc. 
t Engravers Inc. 
rubb, G. R., & C 
rogress-Hanson-Pr 
Group 
Stafford Engraving Co 


Photographic Equipment 
dkin, M. P., C 


Lacey-Luci Products C 
tae Materials 


Eastman Kodak C 


Plaques. 


Plastic Plates 


Remington Rand 


Premiums & Specialties 
American Decorators | 
Pioneer Rubber Co. 
Utica Drop Foras 


Presentation Materials 
Arlington Aluminum C 


iscaiititinin 
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ar Disp C 91 
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F Co 
Screen Process 
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Ullman Grav 
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Projectors 


Harwald Co. 
Tel-A-Story Inc. 


Self-Sticking Specialties 
C & H Supply Co. 
-asson Products 
sen-Stik Pro 
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sn Process Prir 





Shows & Exhibits 
yers Inc. 52 
ner Displays Co. 91 
Exhibits & Disp ays 
Inside Back Cover 
De ting & Ex 
n Co. Ir 49 
Sign Letters 
Poster Products Inc. 


Signs & Identification 
Materials 
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Signs, Metal 
Stout Sign Co. 


Signs, Plastic 


Plasti-Line Inc. 


Texlite Inc. 
Staplers 
Bostitch 


Stock Art 

Flexible Layouts 

Stivers Studio 

Stock Photos 

Mack, Douglas 

Watts Bob Illustrative Pho 
tography 

Stock Post Cards 

Volk, Harry Jr, Art Studic 


Tags 


National Taga Co. 


Tape Duplicating 
Recorded Publications Lab 96 


Tape Playback-Repeater 
Pentron Corp. 86 


Type Founders, Machines 


American Type Founders 
Lanston Monotype Machine 
ia. 
Ne ° 


Mergenthaler Linotype Co. 


Typography 
Bartz, F. H. 
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Visual Aids 


Admaster Prints Inc. 
Arlington Aluminum Co 


ALPHABETICAL INDEX 


35 
... BOA 


37 


Back Cover 
85 
96 


plays Co. 91 
Exhibits & Display 
Inside Back Cover 
n, M. P., Co 73 

wet at il 
96 
14 
30 


Chartmaker iC 92 
Goodkin, M Co. 73 
Sraphi yster 14 
Harwa 92 


a ° 
een St ia 


S 
Cc 


72 


é Ir 
Tel-A-Story Inc. 52 


Window & Store Displays 
Continental Lithographers 
59 
91 
92 
96 
52 


Gravure Ir it 


Woodcuts 


Wood Engraving 
Inc 


Sander 


August 1957 » 





Frofemel Sources for 


Services and Supplies 


China Gifts Engravings Art and Photo 


' 


<DD> roe CHINA GIFTS | PIXUR @ COLOR Dhote RETOUCHING 


BY U. S. MAIL... 

G ORDER direct from Life, Post and others | Save % usual plate costs EXPERIENCED, DEPENDABLE, 
demand precision process | with our picture color prompt service at moderate cost. Techni- 

the manufacturer color plates. Our superb | process. Not exactly true cal illustrations. Black-white and full color 

Color Plates pass all rigid | to copy but an excellent retouchings. Cross sectional, air brush, 


tests and reduce plate | color picture. Ideal for 
costs for you as well. most purposes. 


© ee ey 


wash, perspective, exploded drawings from 

blue prints. Free quotations. Box 30, c/o 
SeEnETyOunS ~ As ADVERTISING REQUIREMENTS, 200 E. Illi- 

-FOR YOURSELF 7 SEE THE DIFFERENCE) nois St., Chicago Ei. lll. 

Finest, first quality 

chinaware Ash Trays, 

Coffee-break Mugs, STAFFORD ENGRAVING CO. 

Shot Mugs, etc. Send 229 N. PENN. ST. « INDIANAPOLIS 

rough art of your ' 

trade-mark or copy; MAS ? ew} 

specify piece wanted ILLUSTRATION BOARD 
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timate. Samples on iii a a = 
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American Decorators, Inc. ge a “on , metuchen, neu 
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And Now, the First Time! 
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Ee BeBe Bee, 


Film Lettering 


Tape Duplication Advertising Services 
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305 EAST 46 STREET - NEW YORK 17, k simultaneously to all salesmen, distributors. 
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READY MADE LAYOUTS for Hand-Picked for Buying Power 


BRILLIANT/;\ ACCURATE/ LOW IN COST/ * 
stieniniemmiatininiammenaie cauy aden an TE Gear te erage, so carefully tailored aid so 
TO USE: simply paste-up your Type Proofs & runs of 100 te 10,000. Reproduced precisely directed to buyers of adver- 
Illustrations in the blank spaces poe po open hy FE a tisi ae at sals . t 
1,000s of LAYOUT VARIATIONS POSSIBLE by (eens. Pree someioc —_ ES SSEVICSS, HCCI, CQUeH 
changing position of Layout Components (re- supplies. 

verses, bendays, boxes, etc. . .) F wr a iN 

SAMPLE KIT $1.85 prepaid . Jnaphic ['wlerprises CT wanker, Ine. Get in AR! 


FLEXIBLE LAYOUTS, 201 W. 89 St., NYC 24 lida lane A Lbhchadedek Sie M LD 


Nowhere else can you ge such cov: 


1 & 2 Color Catalog Sheets & Circulars 


96 * ar + August 1957 








301/Circle on Readers’ Service Card 
Engraver’s Chart 

. a handy chart from Dot Engravers 
rules from to 3"’ widths. 
(Page 38) 


keys very fine 


302/Circle on Readers’ Service Card 
Adtype Supplement 
1 one-line 


specimen sheet of recent 


type imports from England and Holland is 
ff A -lk a 
Adtype Service 


(Page 80B) 


303/Circle on Readers’ Service Car 
Edigraph Booklet 

This Is the Story” tells of editorial 
und design consultation jrams de 
G 


veloped trade 


raans. (Page 80B) 


Samerjan for 


magazines and house 


304/Circle on R 
Fotolines Booklet 


an ililustratea brocnure I process 


ettering shows made 


(Page 80B) 


1a1nions 


the Fotoliness series 


305/Circle on 
Catalina Brochure 
. a new "square gothic” in The 


iners' photoprocess letter ser 


Head 
ies is shown 


(Page 80B) 


306/Circle on Read: 
Flocked Paper Kit 


1 portfoli f suede, velour and car 
2t-typed papers, is offered by Cellosuede 
jucts Inc (Page 41) 


307/Circle on R 


Laminator Bulletin 


. a transparent acetate film for lamina 
jetailed in a fact sheet from 


; Laminating Division (Page 41) 


308 /Circle on R 
Bristols Sales Kit 


arye f } ting rith hriect 
aeas Ior sung sales vith pris 


No. 7 (Page 42) 


309 / Circ! 
Chalk-M 


1 sampie shee t tne new nalk 


arkable Texoprint 
markable Texoprint, Kim} 


(Page 42) 


310/Circl nkR 


Wausau Sample Folders 


two new booklets from Wausau Paper 
Mills demonstrat ts new Bond and Text 


papers. 


(Page 42) 


G3 Advertising 


Requirements 


* Send for these free helpful selling tools 


i 


Une 
SOTTO 





311/Circle on Readers’ Service C 
Olde Style Booklet 


drawings by Guido and 


ard 


Lawrence 
fine printing qualities of 
Warren's antique wove book paper, “Olde 


Style.” (Page 42) 


Rosa show the 


312/Circle on Readers’ Service Card 
Manifold Booklet 


a stronger, heavier version of Bees 
Co.'s 


in a folder. 


(Page 42) 


wing Manifold, International Paper 


thin writing paper, is offered 


313/Circle on Readers’ Service Card 
Northwest News 


Q 


specimen book from Northwest 


Paper Co., shows a variety of paper and 


(Page 42) 


“over stc ck. 


314/Circle on Readers’ Servi 
New Ditto Models 


the D-70 line of Ditto spiri 


‘ard 


. details on 


Readers’ Service Dept. 


9908 


Please have the following sent me: 





301 302 303 304 305 306 
307 308 309 310 311 312 


313 314 315 316 317 318 
319 320 321 322 323 324 


325 326 327 328 329 330 
331 332 333 334 335 336 




















duplicators are offered by 


315/Circle on Readers’ 


Dual-Lith Brochure 


. a “sit-down” model 


cator is described in br 


con Corn 


Brooklyn. 


316/Circle on Readers’ 


Datafax Brochure 


. . . an illustrated br 


Warner Corp., Chicago, 
its Datafax system 


317/Circle on Readers’ 


Impact Book Papers 


. a new line of 


book papers, is illust: 


cc 


from Oxford Paper ‘ 


Co 


*®Plecse print or 
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chure from Stewart 


COr 


(Page 43) 


f an offset dupli- 


chure from David 


(Page 43) 


lateile toire of 
details features 


(Page 44) 


nch, Pruyn & 
(Page 44) 


type information below 
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for your copy of publications 
mentioned on this page 
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318/Circle on Readers’ 
Coin-Pak Premiums 

- an illustrated fact sheet from Random 
Specialties, 


322/Circle on Readers’ Service Card 
Outsert Booklet 
. using outserting as a sales device and 


Service Card 


on a flexible 
(Page 68) 


gives details application methods are described by Eu- 


(Page 25) 


plastic coin holder. reka Specialty Printing Co. 


319/Circle on Readers’ Service Card 
Art Work Standards 


Eastman Kodak offers a six-page 


323/Circle on Readers’ Service Card 
Rigid Plastic Boxes 

. . Diamond Plastic Box offers samples, 
price lists and a catalog on its rigid plastic 


(Page 26) 


juide giving the proper standards for art- 
work prepared for projection use. (Page 93) Ones. 
324/Circle on Readers’ Service Card 
Methods Folder 


. methods of plastic packaging, costs 


320/Circle on Readers’ Service Card 
Spectro-Chrome 

. Schwab Plastics Corp. offers details 
(Page 25) 


















and technical problems are discussed in a 
booklet from Washington Steel Products 
Inc. (Page 26) 


on a flexible, lustrous plastic. 


321/Circle on Readers’ Service Card 
New Thinplate Brochure 


. samples and specific details on Thin 


325/Circle on Readers’ Service Card 
York Tape Folder 

. . » York Tape Printers Inc., shows its con- 
secutively-printed labeling tape. (Page 26) 


plates are offered by Park Nameplate Co. 


in a new six-page folder. (Page 25) 
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326/Circle on Readers’ Service Card 
Oversize Photocopy Unit 
. . . General Photo Products Co. offers de- 
tails on a printer-processor unit. (Page 43) 
327/Circle on Readers’ Service Card 
Adorama 

. . details and samples of a new trans- 
parency-viewer mailing unit, are available 
from Shurber Corp. (Page 56) 


328/Circle on Readers’ Service Card 
C.0.C. Table-Viewer 

. @ folding, automatic table-viewer is 
described in a folder from Camera Optics 
Mfg. Corp (Page 56) 


329/Circle on Readers’ Service Card 
The Personalizer 

. .. Hastings & Co. offers samples and de- 
tails on Goldmark 
gold foil. (Page 56) 


its pressure-sensitive, 


330/Circle on Readers’ Service Card 
One-Day Slide Service 
. .. Admaster Prints Inc. describes a same- 


(Page 57) 


day silde service. 


331/Circle on Readers’ Service Card 
Easy Easel 

. @ presentation easel is described by 
(Page 57) 


Deal Slide-Lock DeVices Inc. 
332/Circle on Readers’ Service Card 
Turntable Folder 

. heavy-duty turntables with lifetime 
lubrication 
Corp. 


are shown by Electro-Motion 


(Page 57) 


333/Circle on Readers’ Service Card 
Flannel Board Unit 

. . . details on a folding flannel-board are 
offered by L. A. Whitney Associates. 


(Page 58) 


334/Circle on Readers’ Service Card 
Beaded Displays 

. . « Flex-O-Lite Mfg. Corp. offers samples 
(Page 59) 


of colored glass display beads. 


335/Circle on Readers’ Service Card 
Stat Services 

. @ guide to its photographic services is 
offered by Arrow Photo Copy Co. (Page 73) 


336/Circle on Readers’ Service Card 
FOAMstep 
. . @ leaflet from Capex Co. shows a 


foam-rubber exhibit carpeting. (Page 49) 
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EXHIBIT PARADE 


Convention Exhibits ¢ Commercial Interiors © Merchandising Displays ¢ Sales Presentations ¢ Models e Dioramas @ Animations 


Food Irradiation on rails was featured by means of a 
mechanized scale model railroad car designed by Uni- 
versity of Michigan, plus photo transparencies illumi- 
nated in synchronization with a sound system with 
earphones. This was part of an exhibit for Kelvinator, 
based on a research project in food preservation by irradi- 
ation sponsored by Kelvinator and conducted by the 
University of Michigan. A mock-up of the irradiation 
cave with well, geiger counter and public-operated hoist 
were part of the 70 ft. exhibit. 


ATOMIC REACTOR scale model for Argonne National 
Laboratory, one of three we built for use at Atomic 
Energy Conference in Geneva, Switzerland. In addition 
we served as consultants and designers for overall 
Argonne exhibit and built major portions. All exhibits 
were specially crated for export and arrived in excellent 
condition, with only 2 or 3 loosened model joints...even 
though they were transported from the dock by Army 
trucks and considerable mountain road driving was in- 
volved. 


eneral exhibits 
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UR PACKAGING SHOWMANSHIP BEGINS AT DOW 


tate 


: © 06 Ceemnn 


—— 


SHOWMANSHIP. This exhibit demonstrated the use of 
Dow Saran Wrap as a transparent wrapping material. 
Typeset cards were fastened to the creased ends of the 
bags listing the properties of Saran film. The shapes, con- 
taining the full candy bags, taper towards the top to 
permit unrestricted illumination from above. Footlights 
soften the shadows below the bags, which were outstand- 
ing “‘stars’’ in packaging. 


DEMONSTRATION PAYS. Minnesota Mining and 
Manufacturing Company’s Thermo-Fax Copying 
Machines, fifteen of them, were displayed and demon- 
strated at the Chicago Office Managers Show in this 
neat, attractive exhibit ...designed to give maximum area 
for operating demonstrations, and provide storage space 
underneath counters for demonstration materials and 
supplies plus open storage space for quick access to items 
used in the demonstration. Though both 220 and 110 
AC current are supplied to each counter area, wiring has 
been successfully hidden. 


and ine. 


displays 


2100 N. RACINE AVE. - CHICAGO 14, ILL. + PHONE: EASTGATE 7-0100 





No. 5 


OCTOBER 
oe 
aa) Lee 
13 14 15 16 1718 19 
20 71 22 23, 24 25°26! 


te dy 


Pm 20h 
Oe ve 


4 oe oe 22323 


Bg HVA 3 


Taya 

> 2 ioe A 
re tls SOc mol) 
eee 


Ba Stats % 


27 28 29 30 31 24 25 % 27 28 29°30 


BD Se 
don t waif for the tush-- 


NOW... and order Falpaco 


Coated Blanks for your calendar trade. 


Qe blanks have that extra-smooth. even coating that distinguishes 


superior quality boards from the run-of-the-mill. q's and only ain gives you 


a choice of three separate coatings: for offset, 


letterpress ST or screen process AS — each one designed specifically for high-fidelity 
CBO . 
qe blanks are well- known, & “) too. for their perfect, 
Qa SS 


even absorption of just the right quantity of ink ‘ to permit quick drying 


seguetnetinn. 


while still retaining all of the opacity and brilliance “~~ of fresh-milled colors. 


Banas 


Another important feature of qe blanks, 


due to a special Falulah manufacturing : process, is their ability to show little or no 


curl or warp from atmospheric ‘ We 2 changes. Judge the quality of qe 


Coated Blanks for ocunell — ask your paper merchant for samples now. 
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